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builds things better for your customers 


..- builds MORE PROFIT for you! 


‘ 


tkin inns saat 


- Saw Tools - Files - Knives 


ATKINS makes a man proud of his work and proud of his tools. 
It’s the kind of satisfaction that leaps from friend to friend 
. .. bringing new customers to your store . . . building steady 
repeat business and fast turnover! Fast turnover at full profit 
because world-famous ATKINS quality is easy to sell, it stays 
sold . . . and it wins loyal customers for all hardware needs. 
Our Call your Atkins Distributor today! He has complete stocks 


to fill : d tly. 
SECOND CENTURY shia teenie 


of Service to the | ATKINS SAW DIVISION, Borg-Warner Corporation 


Hardware Trade iS INDIANAPOLIS 9, INDIANA 


Branches: : Export: 
LOS ANGELES « SAN FRANCISCO : BORG-WARNER INTERNATIONAL 
CHICAGO ¢ CHATTANOOGA : 36 S. WABASH 
eee ea PHILADELPHIA © PORTLAND, ORE. ° CHICAGO 3 
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N EWS ! A Great 


.. Sales-pulling Name 


Newest, Surat Wor te “a= 


X 


Sell boat hardware... 


profit big from the booming boat market! 


Figure. it out for yourself! Boat owners are 

Not only shore, river and lake areas but ; 

too, where boats are trailer-hauled. And here's your 

to sell the growing number of them in your area just wh 
they want! The 14 basic, most popular marine hardware 
items by Presto — world’s largest manufacturer of c 
quality specialty hardware. All are top-quality product 
dazzling-designed . . . economy-priced. And all are m 
of cast bronze with an eye-catching, sea-resistant, 
coated chrome-plated finish. Individually packaged y 
screws in exclusive, transparent Presto Pac t 

sales appeal! Order and profit today! 


BOAT, 


M-400 INTRODUCTORY DEAL! 


List Price $138.90 
Your Cost 83.34 


YOUR PROFIT $55.56 


PRESTO 


MARINE HARDWARE 





THE MARINERS cwnoirce 


Write today to Len Harris for full information. . " - 
Presto Marine Products Division, Presto Lock Company FREE Self Service Display Unit 


Main Office and Plant: 100 Outwater Lane, Garfield, N. J. . 
Direct New York Wire, CHickering 4-0043 Keep track of complete inventory at a glance 
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Gpiten bra 


United States Stee! Products . 
Division of A 
United States Steel 


TALK 


ABOUT * 





USS is a registered trademark 


Dealers keep telling us, “Never saw garden garden tools to meet every need ® Quality 

tools turn over so fast?” USS Golden Grain features that sell... > \ 
Garden Tools have been breaking sales rec- rugged, forged steel heads 

ords ever since they were first introduced. golden tone finish 


And it’s no wonder! smooth, grain-hardened ashwood handles Over 12,000 
On display, stand-out Golden Grains sell _ scientific balance resen are new 


themselves ...and look at all these “selling § popular, modern design eae, 
tools” you get: Order your USS Golden Grain Garden Tools ‘te us for your 
# USS... the label on steel that sells = Big from your hardware or nursery jobberintime “°° — 
ad in Sunset Magazine 8 A full line of 109 —_‘ for Spring and Summer demand! 


United States Steel Products 


lish United States Steel 
Division of 


5100 Santa Fe Ave., Los Angeles, Calif. + 1849 Oak St., Alameda, Calif. 
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Concerning the ‘cost plus deals” 
so much in trade news these days 


One in a series 


JOE LASKY, widely known as an authority on the distribution 
of home furnishings, has agreed to permit Revere to present 
a series of his observations of today’s housewares distribution 
picture. No armchair theoretician, Joe’s files bulge with some 
6,000 idea cards built up through many years of “‘shoe leather” 
surveying of distributors and retailers during his career with 
Fairchild Publications. 

We know you will appreciate them, and invite your request 
for reprints. 


What’s wrong with a 
Wholesaler making a profit? 


+ don’t his many services 
rate it? 


+ don’t you expect to make a healthy 
profit on items he supplies? 


I: happened in the buying office of a big, multiple-store 
operation, visited during one of my regular ‘‘shoe leather 
merchandising fact-finding explorations.” 


Seems that this merchant was switching from direct 
buying to wholesalers for the following good reasons: 
e « « Savings on inventory warehousing 


e « » Savings on non-selling warehouse 
personnel 


» Savings on insurance and trucking 


« savings in reduction of item pilferage 
from warehouses 


PLUS these benefits . . . 


« « « more items for his expanding housewares 
section 


» « « keeping more capital fluid, instead of 
in inventories 


« « » increased turnover frequency 


All this sounded like mighty healthy reasoning and 
good merchandising. 


* don’t profits help build 
lasting resource relationships? 


* can any deal be good, when only 
ONE party benefits? 


BUT .. . this same buyer was also putting the pressure 
on wholesalers for ruinous “‘cost plus’ deals, which 
didn’t even begin to pay all wholesaling expenses. 
Certainly there wasn’t a ghost of a profit in it; except 
for the retailer! 


It looks like this gent and others (mostly in a few big 
cities) are building trouble for themselves. In many ways, 
some of which may show up sooner than they expect! 


To date, these tactics have put a few wholesalers on 
the rocks. How long will it be before other good whole- 
salers simply refuse to do business this way? When this 
happens most top suppliers will cheer and back up the 
wholesalers, of course. 


WHAT'S WRONG WITH GIVING A FAIR 
PROFIT TO THE WHOLESALER WHO HELPS 
YOU BUILD A PROFITABLE BUSINESS? 


There's no such thing as a ‘good deal’ when only one 
party benefits. 


REVERE COPPER AND BRASS INCORPORATED 
Rome Manufacturing Company Division 


Rome, New York « Clinton, Illinois « Riverside, Calif. 
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GOLD FISH BY MAIL! It 
happened on April 1. A shipping 
bag with the words “Live Gold 
Fish” printed on it was received 
by mail, all the way from Bos- 
ton. Everyone in the office 
thought it was an April Fool’s 
joke, but sure enough when 
opened there was a sealed plas- 
tic bag with water and two live, 
wiggling gold fish. The Sherman 
Paper Products Corporation 
dreamed up this dramatic way 
to demonstrate their new Corro- 
Bags for mailing. 


“ITEMS-OF-THE-MONTH” 
SEARCH will be climaxed by 
Liberty Distributors group on 
May 7 when the “Item-of-the- 
Month” Committee meets in 
Cleveland and selects six items 
which will be featured by the 
Liberty wholesale group during 
the last half of 1959. The only 
Westerner on the committee is 
B. Glump of Hunt & Mottet 
Company, Tacoma. The West- 
ern wholesalers that belong to 
the group are: Hoffman Hard- 
ware Co., Los Angeles; Hunt & 
Mottet Co., Tacoma; Jensen- 
Byrd Co., Spokane; Momsen, 
Dunnegan Ryan Co., El Paso, 
Texas; The Salt Lake Hardware 
Co., Salt Lake City ; The Thomp- 
son-Diggs Co., Sacramento. 


NO INCREASE IN TAXES 
is the aim of businessmen in the 
State of Washington. Among 
them is the Bert Robinson 
Hardware Store at Mount Ver- 
non where petitions have been 
available for signing. The move- 
ment has spread throughout the 
state to oppose any additional 

(Continued on page 10) 
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COMMEN T— 


Earn More or Buy More? 


Your customers like to carry more dollars around in their 
pockets. This is a natural and understandable trait. 


In fact, you, too, would like to pocket more dollars after 
all the costs and salaries have been paid each month. 


Since the War we have all been getting more dollars 
periodically except the fixed income group. 


We may go on getting more dollars. But right now is the 
time to ask one question. Every time we receive more dollars 
are we able to buy more? 


The chances are that your customers today actually carry 
out less merchandise due to that dirty disease .. . inflation. 


It is also very possible that many of your customers are 
carriers of that disease. As workers their wage rate has 
been advanced about twice as fast as the productivity of 
industry. If each time that their wages were increased, 
they worked out a method with their employees to increase 
their efficiency so that the unit cost of merchandise could 
be either maintained on the same ratio or reduced, they 
would find that they could not be blamed for being a carrier 
of inflation. 


You are in an excellent position to innoculate some of 
these carriers with the “word” about inflation that may 
help to stem the increase. 


The big question for your customers is . . . do they just 
want more dollars or do they want to buy more goods? 


Wilt Clin 





OUR READERS WRITE 





... to the Editor 


Takes Lead in “Package Deal" 


Dear Sir: 

As past chairman of the Hardware 
Packaging Committee, a product 
committee of Packaging Institute, I 
want to personally thank you for the 
very fine editorial on a very impor- 
tant subject. 

I am, of course, referring to your 
comments “It’s A Package Deal” in 
the recent issue of HARDWARE 
WORLD, concerning packaging in 
the hardware field. 


We are now forming a self-service 
committee which will be a basic part 
of the Hardware Packaging Commit- 
tee and I sincerely hope that, by 
forceful contact, we will be able to 
motivate as many hardware manu- 
facturers as we can to participate in 
committee doings. 

Again, thank you for bringing out, 
editorially, thoughts on a most nec- 
essary topic. 

Very truly yours, 
Roy D. Connell, Chairman 
Self-Service Committee 











It’s easier 
to stock 


| Its PROFIT-WiIsE 


| to stock... 


You get more than a quality line when you handle Channellock 
pliers. You get the line with the best seller of them all... the 
Channeliock No. 420. Hundreds of thousands of this one plier 
alone are sold every year by tool suppliers all over America. That's 
why these same suppliers tell us “‘It’s easier to stock just one line 

of pliers. We find it profit-wise to stock the complete Channellock 
line”. You will, too. Send for our new catalog. 


m CHAMPION DeARMENT TOOL COMPANY 


"MEADVILLE, PENNSYLVANIA 
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Ready for the Rounds 


Dear Sir: 

In your recent issue on Alaska 
coverage by Western Wholesalers, 
you neglected to include Allied West- 
ern. For many years our representa- 
tive in Alaska has been Mrs. Durell 
Adams. Enclosed is a picture of her 
prior to making her appointed rounds. 

These pictures were taken when the 
temperature was a moderate 15 de- 
grees below Zero, prior to making a 
trip to Palmer, 50 miles from 
Anchorage. 

Mrs. Adams has given up the Dog 
Team as a means of transportation, 
since it is not fast enough. Most of 
the time her travel is by air or 
Alaska Railroad, so it is not es- 
sential that she wear a Parka. Even 
motor travel is too indefinite, as fre- 
quently temperatures in the interior 
will drop from 15 below Zero to 50 
below in a short time. 

We’re happy to report that Alas- 
kans like Kitchen, Bar, and even 
Barbecue gadgets. The many ac- 
counts who re-order from us time and 
again will attest to that fact. 


Allied Western Distributors, Inc. 
W. T. Brantman, President 


GETTING READY to call on cus- 
tomers is Mrs. Durell Adams. 


Exhibitors Should Be Doubles 


Dear Sir: 

Talk about being ubiquitous, this 
IS it! 

As a consistent participant and ex- 
hibitor in the industry’s regular trade 
shows, the writer is utterly confused 
and perplexed at the present situa- 
tion wherein two important trade 
shows are to be held simultaneously. 

I refer to the National Builders 
Hardware Show in New Orleans and 
the National Hardware Show in New 
York—both scheduled to start on Sep- 
tember 28. 


(Continued on Page 10) 
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PETERS 


means 


to your customers! 


That's why it pays to 
stock, display and push the 
entire power-packed line of 


PETERS “High Velocity” 


sporting ammunition. 


PACKS THE\ POWER 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 
“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, tne. 
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Dedicated to the advancement of home gardening... 





EXPERIMENTAL 
GARDENS Arcadia, California 


AN Research has played an important part in the development 
a \\ of Hayes spray guns. It took years of experimentation 
tM | and testing to perfect the performance that has made 
ff / Hayes the leader in the field. 
if _-- The Hayes Experimental Gardens marks another long 
\/A/ 4 _Sevide forward in our policy of continuing research. 
This proving ground for the garden industry contains a 

ae diversified array of trees, shrubs and flowers including 
many varieties not yet on the market. Research and test 

m operations are constantly in progress... to extend 

present knowledge of soil treatment, seed propagation, 

plant culture...and to measure the efficiency 

of gardening materials and equipment of every type. 


\ 


( \ Color films available. Part of this program is the making 

\ ‘of educational films. This series of instructive color films 
shows in détail all the necessary steps in the successful culture 
of.roses, orchids, bulbs, shade gardens and fruit trees; lawn 
building, pruning, spraying and other gardening operations. 


These films are available on loan free of charge to garden 
clubs and other organizations. Write for descriptive folder. 


+ | , “5 
ald ” $2 ot a 
~ | i a ‘ 


ty, f. 
o , NA 


Hayes Spray Gun Company 


World’s largest manufacturer of garden hose sprayers 
98 North San Gabriel Boulevard, Pasadena, California 
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be ec ed 
FOR EVERY DRILLING JOB 
AND ALL SANDING, POLISHING, 


a the flick: of a switch 


Sells better because there’s so much more fo sell... 


2-SPEED 3.0 AMP. 3/3” DRILL! 


NO OTHER DRILL HAS SO MUCH SELL! This new Shopmate outclasses all other drills .. . 
Powerful 3.0 amp. universal AC/DC fan-cooled motor! because it’s the only drill at anywhere homed its price 
High speed (2000 rpm) for drilling wood, plaster, etc.! that changes ne instantly, electrically . . . at 
Low speed (1000 rpm) for heavy-duty applications! the flick of a switch! And both speed ranges develop 
Electro-mechanical transmission changes speed instantly, f ull oh te for fast, efficient drilling under any con- 
electrically by flicking speed range selector switch! ditions! Nationally advertised in The Saturday 
Full power output at either speed! Evening Post, Popular Science, Popular Mechanics, 


Speed range selector switch interlocks with on-off switch for and other powerful consumer publications! 
maximum safety! 


Weighs only 6 pounds, perfectly balanced to eliminate fatigue! jo bet ee Re Ag rE 
Precision geared chuck and key! 


Special spindle lock for easy SUGGESTED RETAIL mail to: George Weatherby, Sales Manager HW®-59 
chuck removal! PORTABLE ELECTRIC TOOLS, INC. 


‘ : 320 W. 83rd St., Chicago 20, Il. 
Multiple ball thrust bearing! : — 

ae Send me full details on the revolutionary new 
Precision cut alloy steel gears! $ Shopmate Model SD-382 2-speed Drill! 
Handsome silver luster finish! Name ae"* 


Firm Name___ 
' es ‘ Address. 


City _Zone State 
PORTABLE ELECTRIC TOOLS, INC. My Preferred Distribut 
320 West 83rd Street * Chicago 20, Illinois Aocthatmtt erin eah 
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Our readers write to the editor 


(Continued from Page 6) 


And, to accentuate the blood pres- 
sure; overlapping dates prevailed last 
year as well, when both these shows 
were held in Chicago and New York 
respectively. 

Will someone tell me how, without 
being in two places at the same time, 
and without going to the expense of 
a duplicate exhibit, one is expected to 
cope with such a situation? 

I feel it necessary to bring this 
matter to your attention as well as to 
your readers, many of whom must be 
in sympathy with me. 

It is important that I personally be 
present at both these conventions. My 
job requires it. These occasions en- 
able me to renew old acquaintances 
and make new friends with the pres- 
entation of the ever-changing devel- 
opments in our line. 

It would seem to me a simple mat- 
ter for each show sponsor to get to- 
gether on their dates and thus give a 
minimum consideration due to the ex- 
hibitors whose participation, after all, 
makes their shows possible. 

Can’t something be done about it so 
that we can keep our ulcers down? 


Sincerely yours, 


Paul Robin, Sales Mgr. 
Penn-Akron Corporation 
Woodside 77, New York 





WE DO A REAL 
BIG BUSINESS 
NOW - THANKS 
TO YOUR FULLER. 
TOOL-A-MAT 


LISS = 


oN 


TOOL-A-MA 


nm ii 


SIDE LINES 


(Continued from page 5) 
increase in state taxes. This you 
could do in your own state. 

AN OLD SAW OR OTHER 
TOOL is being sought by Chown 
Hardware Co. of Portland to 
use in their exhibit as part of 
the Oregon Centennial celebra- 
tion. They are looking for an 
old or antique hand or power 
tool to show the advance that 
has been made in all forms of 
hand or power tools. 

STARVE THE RATS! A big 
poster promotes the use of cov- 
ered garbage cans as the an- 
swer. It reads “Stop disease... 
Use covered zinc-coated galvan- 
ized steel garbage cans... Don’t 
Feed Rats and Flies.” This is a 
result of the joint effort of the 
American Zinc Institute and 
Galvanized Ware Manufactur- 
ers Council. The posters are 
made available to health depart- 
ments throughout the nation. 
Tie in with this and increase 
your sales of cans while helping 
to frustrate the rats. 





ALL MY DEALERS 
TELL ME THAT— 
AND LOOK AT ALL 
THE SPACE YouRE 
SAVING 


akes only 15" 


Get the story from your jobb¢ 


FULLER Bil Sis 


3522 Webster Avenue, New York 67 
Fuller Products are made in U.S.A., England and other countries af the highest quality materials, by skilled 


craftsmen . . . designed for service . . 


. and rigidly inspected to preserve Fuller Quality and Reliability. 
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BICYCLE MONTH in May is 
designed to benefit retailers ac- 
cording to the Bicycle Institute 
of America, Inc. Dealers will 
provide free bike inspection, in- 
cluding signaling and lighting 
equipment, pedals and brakes, 
tire and wheel alignment, steer- 
ing assembly, saddle and seat 
post. They will also provide a 
free copy of safe riding rules to 
every customer. To get these 
rules, write to the Institute at 
122 East 42nd Street, New York 
17, New York. 

LAWN BOY LOAFERS AT 
AUTO RACE at Indianapolis 
on Memorial Day will be seen 
by millions on TV. They will 
haul the racing cars back and 
forth from the garage to the 
pits. Six of these machines, de- 
signed primarily to supply in- 
dependent pushing power for 
rotary mowers, greatly speeded 
up the handling of the race cars 
when they were originally used 
last year. 

NEW TABLOID was intro- 
duced recently by Allied West- 
ern Distributors, San Francisco, 
heralding their expansion into 
the housewares field. Called 
“Gadgetfare,” it was distribut- 
ed through hardware and house- 
wares dealers to more than 400,- 
000 consumers. The fiyer, four 
pages, 1014” x 1514”, was print- 
ed in four colors and consisted 
of 65 items of housewares and 
gadgets retailing from 77¢ to 
about $14.00. The back page 
was devoted to 88¢ items. W. T. 
Brantman, president of the firm, 
was so impressed with the re- 
sponse that he has announced 
that plans are underway to pro- 
duce the next tabloid. If any 
dealers are interested, just cir- 
cle 298 on the inquiry card in 
this issue. 

“A TALE OF ONE CITY” is 
a terrific story about a group of 
businessmen in a Massachusetts 
city who decided back in 1937 to 
tell the townspeople “what was 
right about industry.” They 
formed a Committee on Busi- 
ness Information which is now 
known for short as CBI. They 
have been functioning every 
year telling the public about the 
soundness of the free enterprise 

(Continued on page 19) 


HARDWARE WORLD 





—Lhose who 
ANOW 


CQualits 
CEYpect Ul... 


and GRABLER souare’cee” 
quality stands out... 


quality in the complete product line... 
quality of distribution through wholesalers only, 





saving time and money for everyone concerned ... 
quality of service to fill your needs promptly and 
completely. These are the inherent advantages that 
you automatically receive whether you are stocking, 
selling or using GRABLER pipe fittings. These 
quality features don’t cost you a single cent extra... 


Neer * Meee nvowe | GORABLER SQUARE “GEE” 
Boston ¢ Atlanta ° Pittsburgh ° Cincinnati : 

Rae ann e | PIPE FITTINGS 

: ORDER A SUPPLY FROM YOUR WHOLESALER TODAY 
The GRABLER Manufacturing Co. * 6565 Broadway ° Cleveland 5, Ohio 




















Merchandise Now In The News 








POLLY FLEX polyethylene hamper 
is unbreakable, washable and has a 
sturdy hinged lid, won’t rust, cor- 
rode, absorb odors, and won’t mar 
floors or walls. Available in lovely 
pastel colors: pink, yellow, turquoise 
and white.—Republic Molding Cor- 
poration 
For Details Circle 125 on INQUIRY CARD 
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DELUXE MODEL ROTO EDGER is 
designed for grass trimming, edging 
and features an exclusive adjustable 
shear blade that raises so shear disc 
teeth are above trench bottom cut- 
ting—not clogging. Blade tension is 
adjustable. Works backward or for- 
ward.—O. Ames Company 
For Details Circle 126 on INQUIRY CARD 
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SHOWER DOOR TOWEL RACK is 
two bars in one. Outside bar holds 
the dry towel within easy reach from 
inside the shower. Its just like having 
someone hand you a dry towel while 
you’re in the shower. The two bars 
are made of clear styrene plastic.— 
Jarco Manufacturing Company 
For Details Circle 127 on INQUIRY CARD 


CAR POLISH designed for impulse 
selling comes with a free sponge on 
each can. Polish cleans, waxes, pol- 
ishes and protects not only automo- 
biles but a wide variety of home ap- 
pliances, ceramic tile, metal and 
enameled surfaces.—National Carbon 
Company 
For Details Circle 128 on INQUIRY CARD 








THE “HATBOX” vacuum cleaner fea- 
tures high-fashion feminine styling. 
Compact and modern, cleaner looks 
like Milady’s hatbox but handles just 
as easily. Rug nozzle features “Roller- 
Ride” cleaning action. Full width 
roller permits easy action.—The 
Hamilton Beach Company 
For Details Circle 129 on INQUIRY CARD 


“BRIAR EDGE” LAWN RAKE fea- 
tures steel frame that is ribbed for 
extra strength. Twenty teeth, each 
locked into place by double grip, 
avoids loosening. The 8,” teeth 
have rounded tips for gentler action. 
Crystalite blue finish protects against 
rust.—True Temper Corporation 
For Details Circle 130 on INQUIRY CARD 
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For additional information on 
any item shown on these 








pages, please circle number 








on the Reader Service Card, 
facing Page 48 in this issue 


MOW-MASTER FAIRLAWN riding 
mower features a 24” cutting swath 
with cutting positions from 142” to 
2%,” and forward and reverse speeds 
up to 3.6 mph. Other features are a 
3 hp engine, automotive type steer- 
ing, safety foot clutch and many 
others.—Propulsion Engine Corpo- 
ration 
For Details Circle 131 on INQUIRY CARD 


GOLD LABEL SPRINKLER features 
new design which covers area from 
three to 55 feet in diameter without 
flooding. Produces rain-like drop for- 


mations for uniform “rain-satura- 
tion.” Sprinkler is 9” high on a 11” x 
11” base with 114%” spray arm.— 
H. B. Sherman Manufacturing Com- 
pany. 

For Details Circle 132 on INQUIRY CARD 
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FOLD-AWAYHANDLAWN 
SWEEPER features an _ all-steel 
frame, bumper bar and double tubular 
handle. The 20” model has an eight- 
bushel capacity. Sweeping heights are 
adjustable on each model. Top brush 
cover designed to throw debris into 
basket properly.—Western Tool and 
Stamping Co. 
For Details Circle 133 on INQUIRY CARD 


COMANDO POWER SPRAYER has 
a 7¥,"-gallon capacity and features 
a positive piston pump. Pressure is 
adjustable and is factory set at 80 
pounds. Discharges sprayable solution 
at the rate of 1% gallons per minute. 
Gas or electric-powered models.— 
H. D. Hudson Manufacturing Com- 
pany 
For Details Circle 134 on INQUIRY CARD 


OVENPROOF IRONSTONE CHINA 
bowl set in four pieces fills a va- 
riety of household needs gracefully. 
Ceramic custard set (lower photo) is 
set in a brushed brass finish frame. 
—The Fred Roberts Company 

For Details Circle 135 on INQUIRY CARD 


ROTO-KLEEN NOZZLE removes 
mud and grass cuttings within the 
blade housing by installing through 
the blade housing and connecting it 
to garden hose. Turn on water and 
idle motor.—Solder-Craft Inc. 

For Details Circle 136 on INQUIRY CARD 
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BALL UNIVERSAL-FLEX HANDLE 
spins down the nut, then locks into 
a notch to set the nut, or to loosen 
a tight one. Interchangeable 3%” and 
4,” heads snap over drive pin for 
quick change of size.—Browning 
Tools, Inc. 
For Details Circle 137 on INQUIRY CARD 
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Remington announces the 


Nyvton66 


Revolutionary structural-nylon and ordnance 
















22 LONG RIFLE 


——— 


*Price subject to change without notice, 











ADS IN LEADING NATIONAL MAGAZINES WILL REACH MILLIONS 
OF POTENTIAL CUSTOMERS WITH THESE HARD-SELLING FACTS 









A LIFETIME OF RIFLE PUNISHMENT was concentrated in ADJUSTABLE REAR SIGHTS can be regulated to main- SUBMERGED FOR DAYS, the Nylon 66 was fired with 
the Remington laboratories to prove the Nylon 66. tain pinpoint accuracy under changing conditions full accuracy after being allowed to dry without 
The Freeze Box (shown), Heat Box, Rain Box and of wind and range. For shooting at distances cleaning, oiling or even take-down. The stock did w 
Dust Box reproduced extreme climatic conditions longer than the unaided eye can sight accurately, not show the slightest change in dimensions or 

over long periods of time in a vain attempt to the Nylon 66’s receiver is grooved to take the the slightest loss of its remarkable strength. This 

promes malfunctions. In every way this rifle is mounts of a “Tip-Off” telescope sight without kind of torture makes the Nylon 66 the world’s 

uilt for a lifetime of rugged service, drilling or tapping. most rigidly tested firearm—sporting or military. 






SHREDDED X RINGS are a trademark of the Nylon 66. 5 HOURS OF RAPID FIRE WITHOUT A JAM were achieved CUSTOM RIFLE DETAIL distinguishes the Nylon 66. 
That’s because it has the same accurate barrel bed- with the Nylon 66 by a Remington test engineer. The graceful, rugged stock and fore-end have perfect 
ding principle found on the world’s most expensive He put thousands of rounds through the barrel of 22-to-the-inch checkering, inset white diamonds. 
target rifles—a feature made possible by the un- the rifle as fast as he could fire and reload. There The grip cap is inscribed, and there are handsome 
recedented stability of its structural-nylon stock. wasn’t one malfunction of the Nylon 66! And dividers between the stock and butt plate, pistol 
he result is an autoloader that’s as accurate as even though the barrel got too hot to touch, accu- grip and fore-end cap. Magazine tube is butt-loaded 
you can buy .. . regardless of price. racy was not affected. for easy, jam-proof feeding. 
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Autoloading 22 


steel design opens new era in gun sales... 





Seton SBR RN AR MER EIEN BR cH 


ON ER te EON a Ne 


Here’s a major advance inrifle making and marketing...a 22rifle 
with a structural-nylon stock and fore-end that is light, chip-proof, 
waterproof, warp-proof. Friction-free steel parts glide on nylon 
bearings, need no lubrication. A gun that’s destined to achieve 
fabulous first-over-the-counter sales...afirearm designed to cap- 
ture the imagination of all who see it... who handle it...who shoot it. 


The sales-making design and engineering innovations on 
the new Remington Nylon 66 autoloading 22’s are made 
possible by the amazing properties of tough structural- 
nylon, This is the same high-strength material that is used 
in bearings, missiles, machinery parts and hundreds of 
other industrial applications. Now it leads a rifle-selling 
revolution. 


The advantages of nylon permit a graceful stock and 
fore-end of unsurpassed beauty in wonderful fade-proof 
colors. Guns are available in either Mohawk Brown or 
Seneca Green. The perfect checkering, white inlays and 
decorated grip cap can only be duplicated by the finest hand 
craftsmanship. That’s why the all-new Remington Nylon 
66 is by far the most eye-catching 22 rifle ever made. 


Mechanically, the Nylon 66 features the most trouble- 
free autoloading action ever known. Revolutionary, light- 
weight structural-nylon is used not only for the stock and 
fore-end, but also to perform all of the functions of a heavy 
steel receiver. Friction-free parts ride on nylon bearings. 
There’s no break-in period . . . no need for lubrication. 
And because the rugged stock is absolutely warp-proof 


Remington 


under any conditions, Remington has been able to use the 
same three-point bedding principle found on bench-rest 
target rifles to produce a rifle with remarkable accuracy. 


In every way, the Remington Nylon 66 exemplifies the 
greatest 22 rifle sales potential in the history of fine gun- 
making. Put your customers behind this ultra-advanced 
firearm, and you'll put yourself ahead of the field in smart, 
fast selling. 


SPECIFICATIONS 


Colors: Mohawk Brown, Seneca Green. Chambered: For long 
rifle cartridges only. Capacity: 14 long rifle cartridges plus one 
in chamber. Over-All Length: 3812”. Weight: 4 Ibs. Stock: 
structural-nylon. Barrel: Rifled ordnance steel. Trigger pull: 
3% Ibs. Drop: 2%”. Pull: 1356”. Sights: Modern-styled blade 
front, rear sight instantly adjustable for both windage and el- 
evation. Safety: Top-of-grip thumb type. Loading: Single, or by 
magazine tube through butt plate. Checkering: Fore-end and 
pistol grip (22 lines to the inch). Accessories: Serrated butt 
plate, fore-end tip and grip cap black with white spacers. White 
diamonds in fore-end. Added features: Needs no lubrication. 
Stock resists mold, sun, water, solvents, scratches . . . won't 
fade, warp, chip or peel. 


aU PONT 
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Remington Arms Company, Inc., Bridgeport 2, Conn. In Canada: Remington Arms of Canada Limited, 36 Queen Elizabeth Bivd., Toronto, Ont. 
For Details Circle 12 on INQUIRY CARD 
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It’s a Sherman Sprinkler*, of course! 
The eye-appealing design stops traffic, 
the superb workmanship sells, and the 





outstanding performance satisfies. 


ould do bitten wth KSUBI RPTAII-OS years beat | 


write for 1959 catalog HS9 


*Model 2-S-1 shown 
retails at $13.95; 


Model M-1 $10.95; 
Model J-1 $8.95 


H. B. SHERMAN MANUFACTURING COMPANY 


Battle Creek, Michigan 
For Details Circle 13 on INQUIRY CARD 
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SO LIGHT... 
SO STRONG... 


SO SWIFT TO SELL! 


Now’s the time to get in— and cash in —on the 
zooming pleasure boat business. Sell Tubbs syn- 
thetic ropes for anchor, mooring, yachting lines. 
Tubbs Nylon*, Dacron*, and Polyethylene Ropes 
offer far greater strength than Manila — with far 
less weight. All are highly resistant to rotting, ma- 
rine organisms and water...can be stored wet... 
need no treatment... give smooth, easy handling. 


NEW POLYETHYLENE 

WATER SKI TOW ROPE KIT 
Comes in a handsome, see- 
through reuseable plastic 


*Tubbs Nylon Rope is made from Du Pont 707 nylon. Dacron is the 
Du Pont trade mark for its polyester fiber. 


container. The label on the colorful rope contains 
complete do-it-yourself instructions for making offi- 
cial single, double and combination water ski tows. 
On the shelf it’s a self-seller! 


REMEMBER—IT’S EASIER TO SELL ALL 
TUBBS ROPE... because of the versatile packag- 
ing. Self-serv Cartons with pre-measured, connected 
coils for Manila, Sisal, Cotton and Nylon. Ready- 
Measured Boxed Coils measured and marked every 
five feet for Manila and Sisal. Octagonal Cartons 
for full and half coils in all sizes and grades of 
Manila, Sisal, and Cotton. 


See your jobber and specify Tubbs — unsurpassed for quality since 
1856. For technical information on Tubbs rope and its uses, write 
Dept. H-5. 


SYNTHETIC ROPE 


legeR ge) Vea 5 
COMPANY 


TUBBS 


For Details Circle 14 on INQUIRY CARD 
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or WESTERNERS . 





By N. R. REGEIMBAL 


Chilton News Bureau, Washington, D. C. 


Dealer Costs Will Go Up Again 
If Congress Extends Wage Law 


Western merchants may be paying their lowest-salary workers 
at least $1.00 an hour and time-and-a-half for overtime by the end 


of this year. 


Both full and part time work- 
ers would be included. And it 
would apply to both large and 
small stores, although for differ- 
ent reasons. 

Strong bipartisan support 
which has developed this year 
for proposals to extend the fed- 
eral minimum wage-hour law to 
larger retailers is the answer. 
President Eisenhower and the 
Labor Department, top Demo- 
cratic leaders in Congress, and 
the powerful AFL-CIO labor 
union federation are all backing 
extension. 

Coverage initially would be 
extended only to firms with an- 
nual gross sales volume of $500,- 
000 or more under the principal 
measure, being sponsored by 
Sen. John F. Kennedy, D., Mass. 
Sen. Kennedy is a possible presi- 
dential candidate in 1960 and 
chairman of the powerful Senate 
Labor subcommittee studying 
retail wages. 

Even though smaller stores 
would not be covered directly at 
first, they would in most cases 
have to compete with the higher 
wages being paid by the larger 
stores. And, spokesmen for mer- 
chants point out, if the lowest- 
paid employee is raised by law, 
then the salaries of all other 
groups must be raised to retain 
traditional wage differentials. 
Some 4.5 million retail, whole- 
sale and service workers would 
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be affected by this legislation. 

If coverage is extended this 
year, a companion proposal of 
Sen. Kennedy that the mini- 
mum be raised from the present 
$1.00 an hour to $1.25 an hour 
would probably pass in a year 
or so, further raising costs. 


SMALL FIRM AID proposals 
are piling up in Congress .. . 
Sen. Hubert Humphrey, D., 
Minn., recently added seven 
more to the total .. . His mea- 
sures call for: Establishment of 
a graduated income tax to give 
substantial tax cuts to small 
corporations with profits under 
$100,000 a year; strengthening 
of prohibitions against sales of 
goods at “unreasonably low 
prices” and against loss-leader 
selling; government disaster 
loans to firms forced to move be- 
cause of new highway construc- 
tion, and three antitrust pro- 
posals. 


FAIR TRADE proposals are 
coming under blistering attack 
by government, labor officials 
. . . Federal Trade Commission 
and Justice Department contend 
proposals to establish national 
fair trade law violates tradi- 
tional American free competi- 
tion principles; would help big 
mass retailers and discounters 
by giving them a price umbrella, 
but not small firms . . . Stanley 


A. Weigel, San Francisco attor- 
ney speaking for West Coast 
grocers and drug firms, sup- 
ported fair trade at recent House 
Commerce Committee hearings 
... He argued that present mis- 
leading price practices in sales 
of trademarked goods “are sow- 
ing the seeds of recession, driv- 
ing independent businessmen to 
the wall, promoting monopoly, 
and undermining the free enter- 
prise system.” 


SHIPPING RATE boost, pro- 
posed by Railway Express Agen- 
cy, has been killed by the In- 
terstate Commerce Commission 
. . » The proposed 15 per cent 
hike in rates for shipments from 
stores to customers was sched- 
uled to go into effect March 23 
... ICC, acting on protests from 
American Retail Federation and 
other merchant groups, at the 
last minute told the express 
agency to hold them up for 
seven months pending investiga- 
tion . . . The ICC also has reaf- 
firmed its refusal to allow a 3'% 
per cent extra boost in other 
Railway Express rates. 


SMALL BUSINESS Adminis- 
tration’s loan and financing pro- 
grams are going to come under 
congressional study . . . House 
Small Business subcommittee 
plans investigation of how well 
the agency’s following laws au- 
thorizing loans and advice to 
businessmen and creation of new 
small business investment com- 
panies ... Complaints of delays, 
red tape, refusals touched off the 
probe ... Subcommittee is head- 
ed by Rep. Joe L. Evins. 
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WEST’S INFLUENCE in 
Congress is due to grow again 
. . . The new population census 
to be taken in 1960 is expected 
by government experts to give 
California seven more seats in 
the House, putting it in second 
place in number of Representa- 
tives, second only to New York 
with 40 (a loss of three)... 
(Texas would gain two seats 
and jump into fifth place with 
24) ... Arizona would gain one 
seat, giving it three... The 11 
Western states would gain eight 
seats, raising its total to 65, plus 
one for Alaska and two for 
Hawaii. 


SIDE LINES 


(Continued from page 10) 


system and what industry con- 
tributes to the community. Vol- 
untary members have spoken to 
service clubs, schools, and other 
meetings. They have used all 
the local publicity channels, and 
hold an annual essay contest. 
The story has been told quite 
eloquently by John S. Tomajan, 
president of the Washburn 
Company, Worcester, Mass., at 
various meetings. In response to 
the many requests, it has been 
printed into a pocket booklet 
and is available by circling 299 
on the inquiry card in this issue. 

IN FAVOR OF POLITICAL 
ACTIVITY on the part of busi- 
nessmen is Clarence O. Hamil- 
ton, executive V.P. of Hamilton 
Cosco, Inc., who recently told 
an audience of distributors that 
businessmen would have to “be- 
come interested in politics be- 
yond the edge of your news- 
paper and the flap of your wal- 
let.” 

A NAME IN GOLF as well 
as housewares circles is DAN 
BOONE, presently a member 
of the Los Angeles Pot & Ket- 
tle Club. He was chairman in 
charge of the club’s golf tourna- 
ment and dinner at the Glendora 
Country Club on April 24. In 
Portland where he was former- 
ly a member of the Portland Pot 
& Kettle Club there is a perpet- 
ual trophy, called the Dan 
Boone Trophy, which the Port- 
land P & K golfers vie for each 
year. 
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ARCTIC BOY 


portable water coolers 


COLD WATER 
is a HOT item! 


If it’s not cold, it’s not drinking water! 

That’s your big selling point in ARCTIC BOY 
portable water coolers ... they keep water 
refreshingly cold and sparkling clear. 


Here's why: 


® Inset of HOT DIPPED galvanized or stainless steel 


® Sparkleen plastic liner is non-toxic, prevents 
corrosion 


® Large opening—easy to ice and clean 
® Extra large insulation space 
® Popular 2, 3, 5, 10 and 15 gallon sizes 


WY METAL 

Send for free booklet ‘‘Care and Use Ss ws Wane 

of Your Cooler.” Write Dept. H-24. Ya 
SCHLUETER MFG. CO. 


ST. LOUIS 7, MO. 
~ —T 


| {et J Ape Bi oof) 


For Details Circle 15 on INQUIRY CARD 
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SPANISH CHEST 


W. W. Taylor Hardware 
Vancouver, B. C. 


HEN a hardware show window can stop ladies 

as well as men you can be sure it must be an 
extraordinary array of nuts and bolts. 

An old Spanish chest featured in the W. W. 
Taylor hardware store window in the 1000 block 
Robson Street, Vancouver, was brought down 
from the interior of British Columbia to be 
fitted with a key and opened. 

Taylor who has been in business in Vancouver 
25 years, and on Robson street for 18 years has 
found eye catchers with imaginative appeal good 
advertising value. A cell lock that restrained a 
famous criminal of Alcatraz was also on recent 
show in this hardware window . . . and proved 
a drawing card of wide advertising value. 

But to get back to the old treasure chest which 
dated back to approximately the Spanish Arma- 
da (1588) and which measured 3114 x 1534 x 
163, inches deep. 

There was much speculation as to the contents 
of the chest in the Taylor hardware store as the 
key to open the lock was being fashioned. Per- 
haps 100 years ago or more this chest had held 
the private papers of a sailing captain, or a con- 
glomeration of gewgaws for native trade. 

It took the locksmith between eight and 10 
hours of intermittent work to make a nine inch 
key from a piece of rod. This is where “art for 
art’s sake’’ comes into a hardware store, for the 
interest and time devoted to such labor is not 
rung up on the till. 

The moment did arrive when the key was in- 
serted in the lock! Not in the lock in the obvious 
circle of the front panel, that was a dummy, but 
in the keyhole cleverly hidden under decorative 
brass on the very lid! 

While Mr. Taylor gazed with admiration at the 
nine interlocking bolts on the old hand-made lock, 
still in perfect working order despite several hun- 
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.. . in Vancouver, B.C., Hardware Store 
Appeals to the Adventurous 


TRAFFIC STOPPER in the window of W. W. Taylor 
Hardware, Vancouver, B. C., is this Spanish treasure 
chest which dates back to the 15th century. 


dred years, his young daughter carefully un- 
furled a lovely cream hand-made lace and frilled 
parasol of 1800 vintage. No doubloons. 

Taylor pointed out not only the beautiful in- 
tricacies of the interlocking bolts but that this 
very early steel was rustproof. “An art,” he said, 
“that had become lost somewhere in the succeed- 
ing generations until the recent advent of stain- 
less steel.” 

The day of sailing ships setting out on the 
adventure of discovery, along with that of the 
buccaneers, is gone. The imaginary Strait of 
Anian, the mythical mysterious route to the trea- 
sures of the Orient which lured the 15th century 
old world to the new world and to the Pacific, 
is solved. The day of the plundering Don is 
gone. But the treasure chest remains to tug at 
the imagination of a hurrying generation with 
THEIR eyes set on interplanetary adventures 
and outer space travel. 
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HISTORICAL DISPLAYS in hardware store window 
(left) attracts interest of Mrs. Ray Goodell and daughter 
Ann. Hop Kinney of Kinney and Keele Hardware, fills in 
with historical data about the items. 


OREGON'S 
“GOOD OLD DAYS" 


RELICS OF PIONEER DAYS make up an interesting 
window display which attracts the attention of Mrs. Herb 
Parent (left) and Mrs. Eldon Carr. This window was 
M. H. King’s hardware store’s contribution to the Oregon 
Centennial celebration. 


... Return to Ontario Hardware Retailers 
Commemorating State's Centennial with 
Results of More Business 


INNEY and Keele Hardware Store of Ontario 

joined in Oregon’s 100th birthday celebration 
in February by featuring a window display of 
relics of pioneer days in eastern Oregon. 

Crowds thronged the streets, looking at the 
historical and antique displays of the day in 
Ontario. Some of the items on display in the 
hardware store spoke of the frontier, when the 
three-legged Dutch oven kettle was standard 
equipment for hardware stores, and the kerosene 
lamp was a “modern” convenience carried by 
hardware stores. The idea spurred modern sales. 

Hardware stores in Nyssa and Vale, together 
with the smaller towns and communities, all will 
participate in different ways in observance be- 
fore the centennial year is over in Oregon. 

Some of the articles on display in hardware 
store windows and other windows throughout the 
town of Ontario were family treasures, like the 
clocks that still keep good time, china-head dolls, 
beautiful glassware, china and silver, and a 115- 
year-old violin in its case. Also, a gun collection 
showed among the sturdy Colts, the dainty, toy- 
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like gamblers’ guns, and a “lady’s” gun. 

The old desk from the Post Office at Malheur 
City brought to mind the lusty, roaring gold 
camps of the northern part of the county when 
it was still Baker county. Talk about the good 
old days, hardware merchants report, helped 
stimulate sales of modern hardware items. 

Hop Kinney, of the Kinney and Keele Hard- 
ware Store, said the historical displays and relics 
of the past shown in the centennial event, 
brought out many talking points in making 
sales. 

For example, he points out, the old desk from 
the Post Office at Malheur City, brought to mind 
the story that the desk was built by hand, put 
together with square nails, and had the neces- 
sary pigeonholes above for mail and supplies. 

“Forty million dollars in gold was said to have 
been weighed out over the top of the old desk,” 
he said. 

“The Ontario Centennial event is a celebration 
that is helping bring new cash to hardware and 
other stores today,” he said. 
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A promotion with 
REAL APPEAL! 


luring JOOLTIMI 


Carrying Case and 
Rip Guide - $15 Value ~—~F_ 


Offered with an “all-new” Millers Falls Heavy Duty Saw at regular 
price. Three models with tremendous cutting capacity. Professional 
builder features. Full-power motors. Exclusive “Micro-Guide’®. 





Capacity 
| 90° = 45° _|__ Power _ Price | 


646 » | ” : ” 

* Bargain Prices * Window Cards No. 6% 2". 1611/16 | 15 HP _ $69.50 | 
* National Ads * Demonstrations No. 747-74," | 2%" af 2.0 HP A $84.50 | 
* Publicity * Giant Posters No. 800-8%4" | 2%” 2-9/32” 2.0 HP | $95.00 


Saw 
* Free Offers * Displays 

















Price of saw includes FREE case and rip guide 
Saw and rip guide in case —all packed in one box 
$$ 6460 


ORDER ONLY BY ee ssa800 © ss7747, © 
(800 Kit) (747 Kit) (646 Kit) 








FREE BENCH STAND and TABLE WITH 
VERSATILE JIG SAW 


A fast seller — and the fastest saw in its field. Cuts own 
starting hole in wood. Bench stand and table included 
for regular price of No. 480 saw alone! 


ORDER ONLY BY 
4857X 


Saw, blades, table, stand — 
all packed in one box 


~ 


=~ 
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POWER BIT SET | | ™ Screwdriver 


Special a . worth $5.00 
10% Saving . 4 
6 high speed steel bits that owards a 
cut quickly through wood, 


steel, plastics. Even bore ; NEW DRIVER DRILL 


through nails. 44” to 1”. 








2 tools in 1! A power screwdriver, geared to 275 
$ 9 RPM for high torque and easy control. Quickly 
NOW 625 converts to a 4” drill. Pistol grip (No. 2860) and 
saw grip (No. 2660). 
ONLY $3495 plus any old screwdriver 
ORDER ONLY BY SS 2860 or SS 2660 
$300 OFF 














HEDGE TRIMMER ge & 
ATTACHMENTS J ka Se. SPECIAL PRICE 
ae : on No. 725 
NEST OF SAWS! 
No. 2150 No. 8821 


NOW $1125 NOW $925 sei ONLY $300 


Specially reduced prices on 2 models. No. 2150 Pistol-grip handle with 3 interchangeable blades. 
fits any 14” drill. No. 8821 for use with Millers 8 positions. Cut steel, plaster, wood and practically 
Falls “888” power unit and Nos. 1114, 1115 anything else! 

and 1134 drills. 








$11 SAVING on a Langdon Acme Mitre Box 


The famous Langdon Acme, best mitre box you 
can buy! Rugged construction. “Oilite” bearings 
for smooth saw glide. 


MILLERS FALLS Ms 
bgele) a 
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Berenson Moves To Third Location In 37 Years 






Berenson Hardware Co. 


Portland, Oregon 


EVERAL big name hardware firms have dis- 

appeared from the Portland scene, while 
Berenson Hardware Company has continued to 
grow. They are now located in their third loca- 
tion in Portland, Oregon. 

Last Fall they purchased the property at 1435 
N. W. Northrup, a 26,000-square foot warehouse 
with 5000 feet for customer parking. Subse- 
quently they started moving in. The building has 
trackage on side for two railroad cars. 

The firm’s first location was at 1035 S. W. 
Front where it was established by Max Berenson. 
It had a modest 2500 square feet of space. In 
1934 they doubled this at the same location. In 
1938 they moved to 907 S. W. Front with 13,000 
square feet of warehouse space. 

Now with double the capacity, they are han- 
dling hand tools and general hardware supplies, 
farm and garden tools and supplies, plumbing 
supplies, electrical supplies, builders’ hardware, 
and housewares. 

Norman Berenson is the general manager and 
Daniel A. Fromer is sales manager. Hoy Pauly 
is in charge of buying. Sam Burda is in charge 
of the warehouse. Harry B. Gilbert handles the 
shipping. 

The firm has eight salesmen on the road cover- 
ing Oregon, Southern part of Washington, and 
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LATEST MOVE has given Portland wholesaler double 
warehouse capacity in industrial section. 
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TWO-STORY PLANT is third location for Berenson 
Hardware since starting 37 years ago to serve Pacific 
Northwest dealers. 


Northern California. There are two inside sales- 
men on the “Will Call” and phone desk order. 
Sales meetings are held each month with one or 
more factory representatives giving special and 
detailed instructions on their lines so that each 
salesman can have a better knowledge of items 
they sell. 

Special open house was scheduled for Sunday, 
May 3, for dealers, friends, and factory repre- 
sentatives to see the new expanded warehouse 
and offices. 
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NEW OFFICES for executives and buyers was also head- 
quarters for recent open house for dealers. 
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Low Inventories, TV Impact 


Spurs Toy Business Optimism 


OY retailers are looking forward to greater volume and profits 

during 1959, according to several outlook surveys conducted by 
the trade. Conclusions generally agreed upon are that retailers 
are enjoying an increase of four percent in volume during the first 
half of 1959. On the profit side, the consensus is that they are 
earning 12 percent more the first half of this year than they did 
during the same period in 1958. 

Western toy people are even more optimistic and are looking for- 
ward to a record-breaking market May 17-22 at the Western Mer- 
chandise Mart in San Francisco, the 4th Annual Western Toy, 
Juvenile and Wheel Goods Association showing. 

Reasons for this optimism are sound in general. Most dealers re- 
port low inventories. Handmade models often shown in early East- 
ern shows are production items ready for distribution by May re- 
sulting in large buyer orders. The selection of merchandise is better 
in general than last year’s, and there are more new, interesting and 
unusual items. 

Business conditions are reflecting more optimism and should con- 
tinue to do so during the coming months, according to Joseph Feole, 
toy and wheel goods buyer for Union Hardware & Metal Co. Feole 
points out an absence of the over-cautious buyer at the various 
fairs and markets. 

Television promotions have also served to spur a healthy condi- 
tion in the business. The general comment is the strong impact of 
TV on toy advertising which the industry as a whole is using on a 
major scale. The medium has been especially strong in selling 
higher priced merchandise. As a result, the public has become 
more quality conscious when buying toys. The toy business is in 
a healthy state with all signs pointing to a record-breaking 1959. 
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COMING TOY EVENTS 
IN THE WEST 


ZORK HARDWARE COM- 
PANY of New Mexico has 
scheduled the opening of its toy 
sample showroom June 1 and 
will remain open until October 
1. The showroom will be located 
at the company’s headquarters, 
1414 12th Street N.W., Albu- 
querque. 

NORTHERN WHOLESALE 
HARDWARE CO. of Portland 
will hold their special toy show 
at 805 N.W. Glisan Street from 
June 7-12. The annual show co- 
incides with Portland’s Rose 
Festival and Oregon’s Centen- 
nial Celebrations. 

BLATT DISTRIBUTING 
CO. of Los Angeles will hold a 
toy show and open house May 
10-16 at the company’s head- 
quarters, 2454 East 27th Street. 

FREDERICK C. WOLF & 
SON, INC. of Tacoma, Wash., 
has scheduled its official open- 
ing for showing the 1959 Christ- 
mas toy lines on June 8 at the 
company’s expanded toy sample 
room at 21st and Pacific Ave. 

M. SELLER COMPANY of 

(Continued on Page 28) 
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THE TOY SHOP in the basement gets a lot of help from 
“upstairs.” A window (at left) does a lot to promote the 


department and to bring in browsers, which the manage- 


BROWSING HELPS SELL TOYS ALL YEAR 


Small Store Has More Than Fifty Percent 
of Space Devoted to Basement Toy Depart- 
ment Where Customers Browse Unattended 


Lucky Stores 
Seattle, Wash. 


N all-year toy business has 

helped to bring a 30 percent 
sales increase for the Lucky 
Stores in Seattle. 

Despite its name, Lucky Stores 
is a single store operation in 
Seattle’s growing north end 
area. The owner is George Ken- 
nedy, for 15 years operator of 
Kennedy Hardware in Anchor- 
age, Alaska. The Alaska store, 
which was started in 1929, was 
the biggest hardware store in 
the territory at the time that it 
was sold.’ Mr. Kennedy started 
with a medium size hardware 
store in 1946 in Seattle. This 
was moderately successful, but 
the location limited the sales 
possibilities so Mr. Kennedy sold 
the operation and acquired the 
Lucky Stores Hardware in 1957. 

The store is a comparatively 
small one, with about 2,000 
square feet of space on the main 
floor. A basement room which 
is devoted to year ’round mer- 
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chandising of toys, adds over 
3,000 square feet of additional 
selling space. 

“We have a policy of stocking 
the best possible quality of mer- 
chandise and standing back of 
that merchandise uncondition- 
ally. After all, a dealer does not 
get too many complaints, and 
when he does get one that is 
even half-way reasonable, all he 
has to do is to give the customer 
a replacement, and send the de- 
fective item to the supplier. Such 
a policy repays the dealer many 
times over in the respect and the 
goodwill of his customers.” 

This policy also happens to be 
consistent with Mr. Kennedy’s 
general philosophy of merchan- 
dising. Much of that philosophy 
was acquired in the course of 
doing business in Alaska, where 
the friendliness of a frontier 
community pervades all business 
relations. 

“A customer can buy the same 


ment encourages. Several signs near stairway (at right) 
call attention to toy department downstairs. 


items that I offer at other hard- 
ware dealers,” the owner says. 
“What he cannot always buy 
elsewhere is a friendly welcome 
and a disposition to help the cus- 
tomer with any problems which 
my services can help him solve. 
I firmly believe that this has 
been a major factor in bringing 
about our sales increase.” 


Toys Good for Non-Holiday Months 


Toys occupy by far the most 
display space of any single de- 
partment at Lucky Stores. They 
also account for the largest 
sales volume on a year ’round 
basis. And they are an excellent 
item to carry during the non- 
holiday months as well as just 
before Christmas, the owner 
has found. 

Lucky Stores carries one of 
the largest assortments of toys 
of any hardware store in the 
city of Seattle. Its normal toy 
stock throughout the year runs 
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about $15,000. This goes up be- 
ginning in September to a maxi- 
mum of $25,000 during the 
Christmas shopping season. 
“There are always plenty of 
occasions when toys will be 
bought if the store has them 
available,” the owner points out. 
“And even in a basement depart- 
ment they need not take an ex- 
cessive amount of selling time.” 


Customers Browse Alone in Toy 


Department P vey 
The normal complement of be 
sales people including the owner, N : 


and Mrs. Kennedy, is three peo- . = 
ple throughout the year. No in- 
dividual is assigned to the base- 


ment sales floor. In most cases | pESTIVE APPEARANCE is attained by hanging balloons and stuffed ani- 
customers simply walk down to mals from ceiling of toy department which is located in the basement of 
the toy department, browse Lucky Stores. All stock is on open display. 


around at their leisure, and 
bring their selections upstairs 
to be checked out. Most of the 
items are too large to pilfer, of 
course, but there are some that 
could be easily picked up and 
concealed. Except for one type 
of customer, the owner applies 
the honor system and has lost 
very little stock through pilfer- 
age as a result. 

“We gain a good deal by this 
policy of letting the customer 
go down and look around for 
himself,” Mr. Kennedy says. 
“There is, of course, the very 
considerable saving in time for 
all of us. The losses in pilferage 
would have to be quite heavy in- 
deed to make up for this. In ad- 
dition, we actually make more ; : 
toy sales by this policy, since HEAVY STOCK throughout the year becomes even larger at Christmas time. 
customers do not feel under pres- Juvenile furniture and sleds are displayed on wall ledge. 
sure to make a choice one way 
or the other, so spend more time 
in the department than they 
otherwise might. 

“Only one type of customer 
needs watching in our experi- 
ence, and that is teen age girls. 
For some reason, we have no 
trouble with boys that age, but 
whenever we see a teen age gir] 
go downstairs, one of us goes 
down to help her. Often, the 
girl returns quite quickly to the 
upper floor.” 

When Christmas season 
comes, of course, that’s another 
story. The store does about 60 


per cent of its total toy volume BROWSING IS ENCOURAGED and all customers can browse to their hearts’ 
from September 1 until Christ- content without being bothered by salespeople unless they desire help. 
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mas. However, the owner points 
out, if they did not carry toys 
the year around, many custom- 
ers would not know about their 
toy department and would not 
buy their Christmas toys from 
Lucky Stores. Total toy stock 
turns on the average about 
three times a year. 

The owner actually buys a 
good part of his Christmas toy 
stock in June and starts laying 
it out in the basement shortly 
after the first of September. 
When the holiday toy sales start 
in earnest, he must add two 
more employees. During Decem- 
ber, three out of the five em- 
ployees work in the basement. 

The owner promotes toys 
through circulars mailed to peo- 
ple living in the area he serves. 
He sends about 5,000 of these 
and they are effective. 


Features Quality Line 


For his toy inventory, the 
owner selects many of the bet- 
ter quality and higher priced 
toys. Some items such as wheel 
goods, go as high as $25 to $30. 
In a number of special lines he 
carries an exceptionally wide as- 


sortment. An example here is 
doll clothes, of which he carries 
as full and complete an assort- 
ment as any of his customers 
require. 

The owner has also found that 
location of a toy department in 
the basement is no hindrance to 
sales. Customers soon discover 
its location. And the depart- 
ment is plainly identified by 
signs at the head of the stairs. 

Customer layaway accounts 
are encouraged and these may 
begin with a one dollar down 
payment. December 10 is the 
deadline, the point at which the 
balance becomes payable. 

Profit margin on his toy de- 
partment Mr. Kennedy places at 
about 33 per cent. The basic 
gross profit figure is 40 per cent 
but this must be discounted by 
about 7 per cent to allow for 
some breakage and clearance. 

“A dealer must keep his stock 
constantly fresh and interesting 
and that means that he must 
clear out slow selling items and, 
after Christmas, a number of 
items that will not sell through- 
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HOBBY DEPARTMENT on wall section at right front of store is directly 
across from checkout stand. As model kits and other hobby items are allied 
with toys, there are several signs pointing out that the toy department is 
downstairs and also that the store has a big selection of toys all year long. 


out the year. After Christmas, 
I make whatever reduction is 
necessary to clear this merchan- 


dise, to get it out of storage and 
to get my investment into more 
sales-productive items.” 





(Continued from page 25) 
Portland, Ore., will hold their 
toy and housewares show be- 
ginning June 7 and running 
through June 17. The showroom 
will be open from 8 a.m. until 
as late as 12 midnight every day 
of the 10 show days. The dates 
tie in with the annual Rose Fes- 
tival in Portland. 

WESTERN MERCHANDISE 
MART TOY, JUVENILE & 
WHEEL GOODS MARKET 
will be held in San Francisco 
May 17-22. More than 500 lead- 
ing toy manufacturers’ prod- 
ucts will be on display primarily 
on the ninth floor of the “Mart” 
which is the home of the toy dis- 
tribution industry in this area. 
This is the most comprehensive 
display of toys, juvenile and 
wheel goods in permanent show- 
rooms in the West. Toys will 
also be featured at the West- 
ern Gift & Housewares Show in 
the “Mart” Aug. 2-5. 

JENSEY-BYRD COMPANY 
of Spokane, Wash., are plan- 
ning a toy show June 7 through 
June 21 at the company’s show- 
rooms 214-324 Riverside Ave. 

THE NEW MEXICO COM- 
PANY of Albuquerque has 


scheduled the opening of their 
fall toy show June 6 at their toy 
showroom, 1224 Bellamah. 

JANNEY, SEMPLE, HILL & 
COMPANY of Minneapolis, 
Minn., are planning a toy and 
gift show beginning July 6 in 
Minneapolis as well as several 
smaller “showings” at several 
other points in the 21-state area 
served by the company. The 
show this year will be more of a 
“Holiday Market” instead of 
just a toy show. 

UNION HARDWARE & 
METAL COMPANY of Los 
Angeles have an open house in 
the company’s toy sample room 
at 5555 Ferguson Drive sched- 
uled for May 3. This will be a 
combined toy and doll show. 

SAN FRANCISCO will play 
host to toy exhibitors and 
buyers at the Summer Gift 
Show, Aug. 2-5, at the Western 
Merchandise Mart, Brooks Hall, 
Sheraton Palace and St. Fran- 
cis Hotels. 

PORTLAND: Toys will be 
among the featured items to be 
shown at the Public Audito- 
rium, Plaza and Benson Hotels, 
Aug. 9-12 as part of the Port- 
land Gift Show. 
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Use Inquiry Postcard for Further Information About TOY GIFT PRODUCTS 





PICTURE PUZZLES in super sizes 
16” x 12%” for youngsters as well 
as adults include fine arts and blue 
ribbon illustrations in price range 
from 29 cents to $2.50.—The Saalfield 
Publishing Company 

For Details Circle 138 on INQUIRY CARD 


MAGIC MOMENTS for every child 
comes to life on any of the four, full 
color Walt Disney Magic Slate 
write-or draw boards with the en- 
chantment of “Sleeping Beauty.” 
Writing space 74.” x 9',”".—The 
Watkins-Strathmore Co. 
For Details Circle 139 on INQUIRY CARD 


SQUEEZE TOY combination offer 
No. 11 includes a basic stock of 39 
rubber squeeze toys. New colors, plus 
soft finish, keynote appeal of whim- 
sical animal characters. Each has own 
squeeze voice.—Rempel Mfg. Inc. 

For Details Circle 140 on INQUIRY CARD 
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FLEXIBLE FLYER SLEDS are of- 
fered in eight different models. Each 
model is equipped with an automo- 
tive-type chrome bumper, safety 
grooved runners and super steering.— 
S. L. Allen & Co., Ine. 

For Details Circle 141 on INQUIRY CARD 


PORTABLE ALL-METAL TABLE 
serves as snack bar, desk or prop 
for games. Seats are attached to base, 
and when top is removed, can be 
folded to tubelike for easy storage 
or carrying.—Kusan, Inc. 

For Details Circle 142 on INQUIRY CARD 


“CRICKET ROCKER” features a 
padded back and seat covered in a 
colonial patterned fabric. Frame is 
finished in mellow maple. Seat is 12” 
x 14” and 11” high.—South Bend Toy 
Manufacturing Company 

For Details Circle 143 on INQUIRY CARD 


MIRRO HOOP BALL for youngsters 
and adults alike made for sheer play 
pleasure. Requires skill and coordina- 
tion to keep plastic balls gyrating in 
both hoops by motion of hands.— 
Mirro Aluminum Company 

For Details Circle 144 on INQUIRY CARD 





CHANNEL MASTER’ SUPER 
CHAMP play gym is offered in 12 
models all of which are designed for 
safety and durability in a complete 
price range up to 13-ply, 114%’ long 
model.—Channel Master Corp. 

For Details Circle 145 on INQUIRY CARD 





“COLORAMA” SHOWCASE shown 
at the American Toy Fair features 
three panels of six sets of differently 
styled Christmas tree lights. Case is 
framed in red and white candy-stripe 
paper.—Noma Lites, Inc. 

For Details Circle 146 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About 


TOY GIFT PRODUCTS 





DOLL-SIZED replica of Cosco’s play 
pen features smart styling and sturdy 
construction. Plastic-covered top rail- 
ing is non-toxic. Lightweight frame is 
finished in enamel.—Amsco Toy Com- 
pany 

For Details Circle 147 on INQUIRY CARD 


“LIGHTED” POPEYE PIPE toots 
when the child blows into the stem. 
When a button is pressed, pipe bowl 
lights up red and looks as if it is 
really lit. Retails for 59 cents.—Put- 
nam Products Co., Ine. 

For Details Circle 148 on INQUIRY CARD 


TEEN-TIMER GUITAR is a profes- 
sional type instrument in a budget 
price range. Selling for $5, guitar is 
nearly three feet long and boasts six 
strings. Includes shoulder cord and 
pick.—Emenee Industries, Inc. 

For Details Circle 149 on INQUIRY CARD 
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STIK-EES is a re-usable plastic win- 
dow decoration which just presses on 
for decorating Yuletide windows. Kit 
includes more than 100 cutouts of 
traditional Christmas decoration fa- 
vorites.—Living Products Co. 

For Details Circle 150 on INQUIRY CARD 


JETAWAY RACER KIT turns a few 
pieces of inexpensive lumber into a 
speedy, quarter-size sidewalk type 
racer. Wheels, axle brackets, steering 
wheel assembly and plans included.— 
Gleason Corporation 

For Details Circle 151 on INQUIRY CARD 


HI VUE CLEAR PLASTIC BALLS 
are decorated in brilliant colors that 
only partially cover the plastic per- 
mitting a see-through effect. Comes 
in three sizes and styles.—The Barr 
Rubber Products Company 

For Details Circle 152 on INQUIRY CARD 


PADDLE-FUN is a novel way of put- 
ting an inner tube to advantage. By 
equipping the tube with rigid, yet 
portable oar locks and oars, kiddies 
will find new fun in an old idea.— 
Paddle-Fun, Inc. 

For Details Circle 156 on INQUIRY CARD 


DECRO-LITE BULBS achieve excit- 
ing holiday lighting effects through 
use of swirling patches of gay hues. 
Bulbs are made in popular size and 
can be used in present strings. — 
Westinghouse Lamp Division 

For Details Circle 157 on INQUIRY CARD 


PLASTIC TURTLE “SAND POOL” 
is designed as a sandbox or wading 
pool. Moulded of durable one-piece 
plastic with rounded surfaces. Fea- 
tures built-in corner seats. Weighs 
four pounds.—Blackman Plastics. 

For Details Circle 158 on INQUIRY CARD 
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Wholesaler Helps Dealer 


Become A PRO 


First Member of Group Program in Northern 
Calif. Discovers that a Well-Rounded Program 


Is an Answer to an Independent's Need 


A.D.H. Co. 
King City, Calif. 


UNDREDS of persons in the King City trad- 
ing area visited the revitalized A.D.H. Co. 
store during their three-day opening. 

According to William Hargis, owner, “Sales 
were extremely gratifying. Our store looked 
wonderful. Customers could see every item and 
were not hesitant in making known their ap- 
proval. Our clerks had no trouble in locating mer- 
chandise people didn’t find for themselves.” 

The opening was held in February. It marked 
the first store in Northern California to become 
a member of the PRO Hardware Group which has 
been growing with additional members in North- 
ern California. The program is spearheaded in 
Northern California by Seller Bros. & Co., whole- 
salers in San Francisco. There are 22 other 
wholesale hardware distributors all over the U. S. 
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LAST MINUTE ADJUSTMENTS are being made by the 
PRO crew who installed new gondolas and wall sections. 
They are (left to right) Lee Kinney, Gerry Gross and 
Paul Forbes, dealer merchandising manager in charge of 
installations. 
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INSIGNIA used by members of the 
Pro Hardware Group for their store 
fronts, advertising and other printed 
material. 


who are helping to develop the PRO Program for 
independent hardware retailers. 

PRO is short for Profitmaker Program for in- 
dependent hardware retailers or for “Profes- 
sional” as a participant in a voluntary chain. It 
is also the symbol which is used by the Member 
Stores in their advertising and also on their store 
front. Independent hardware retailers can be 
franchised on an exclusive basis, one such dealer 
in each town or market area. 

The Program was designed to help offset lost 
business to such “professional” competitors as 
chains, mail order houses, discount houses, super- 
markets, etc. Alan W. Hyman, president of Seller 
Bros. & Co. has been concerned with this problem 
for some time. When convinced that the PRO 
Program offered an excellent solution, it was 


BIG PROMOTION was held concurrent with opening of 
remodeled store. Theme of sale was “9 Big Days” with 
many bargains advertised in brochures which were deliv- 
ered to townspeople and those in the surrounding trading 
area. 





SO BUSY was the store on opening day that William 
Hargis, owner, was kept busy on floor serving and meet- 
ing old-time customers. 


adopted by this firm to offer to independent re- 
tailers who are interested in “professionalizing”’ 
their operations. 


The techniques of the plan include, according 
to Hyman: 

1. Control of dealer investment in inventory by 
use of merchandise selection lists. In other 
words a turnover handbook custom made for 
Californians. 

2. Professional services for engineering and re- 
designing a modern store at no charge. 

3. Hard-hitting store promotions and advertis- 
ing services. 

. Store identification to coordinate group ad- 
vertising and purchasing. 

5. Management counseling by a qualified spe- 

cialist who will help on employee training. 

“It is our fundamental belief that the future of 
the wholesaler-dealer method of hardware dis- 
tribution is predicated on an intimate relationship 
between the wholesale hardware distributor and 
the independent retail hardware dealer. Through 
this type of relationship and by utilizing the 
aforementioned proven, modern merchandising 
principles, the future of our industry is assured.” 

In short, the wholesalers’ function in this PRO 
Program is to help the hardware dealers sell more 
merchandise more profitably. 

Hargis was convinced that the PRO Program 
offered him an answer to a problem that he recog- 
nized more than two years ago. “The physical 
evidences of our hardware store were all anti- 
quated or inadequate,” he said. “While our stock 
of merchandise was good, a third of it was hidden 
in old style displays, the relationship of items was 
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ENTIRE STORE was modernized with wall sections and 
island fixtures made in King City to the specifications of 
PRO plans. 


scrambled and display was a trial to all of our 
personnel. We struggled with ideas and self in- 
spired plans, but arrived at no conclusions except 
a return to the original conviction. .. . We needed 
to do something, but how and what? 

“In October of 1958, Paul Forbes and Bob 
Jacobs (sales manager of Seller Bros. called on me 
with John Berryman (an associate of Cosgraves 
& Associates, originators of the PRO Program). 
They requested a few minutes of my time for out- 
lining a remodeling plan. The few minutes length- 
ened into two hours and a subsequent meeting. 
At the end of the second conference, I was sure 
they had what I wanted and hadn’t been able to 
conceive myself. 

“This included: 

1. A definite and well thought out plan for re- 

modeling the sales area. 

2. A proven system of merchandising the store 
once the physical aspect had been accom- 
plished. 

. A complete stock list and inventory control 
of staple items fitted to our local trade. 

. A plan to delegate responsibility to selected 
employees with a clear outline of their 
duties.” 

Paul Forbes, who has been with Seller Bros. for 
several years as a salesman and buyer was named 
dealer merchandise manager when Seller Bros. 
joined the PRO Program. Previously he served 
as a department manager for the former Palace 
Hardware in San Francisco for 10 years. This ex- 
perience thoroughly qualified him to be named to 
this post according to management. He and a 
selected crew were in charge of installations of 
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fixtures which were made in King City to the fix- 
ture specifications as outlined by PRO Hardware 
Inc. It was pointed out that it is not entirely 
necessary to use these specific fixtures, although 
they have been designed to give maximum display 
when used as gondolas and wall sections. 

Floor layout and allocation of merchandise 
space was predetermined and blue-printed for the 
dealer. Color schemes for each department were 
selected. 

After installation the crew, merchandising spe- 
cialists, placed the merchandising in related posi- 
tions so that the ultimate consumer would be sub- 
jected to the maximum impulse buying urge. 
Each item was supplied with a preprinted price 
label to give it a home and address. 

The store is a rectangular shaped store cover- 
ing 2300 square feet of space. It has three en- 
trances, front, side, and back. 


Advertising is one of the major business get- 
ting tools of successful retail merchants. This 
PRO Program offers professional aid in this re- 
spect. In fact, Seller Bros. crew worked out a 
special advertising and promotion for the grand 
opening as well as helping to organize the entire 
program. The local newspaper was used to ad- 
vertise the 3-day opening. There were 50 spot 
commercials on a local radio station. 


This store will also participate in the seasonal 
4-color circular promotions provided for all the 
PRO members. Supplementary newspaper ads 
and advertising mats will be supplied to support 
the direct mail promotions. The store will also 
have banners and store trims to tie-in with sea- 


TAKES A CONTEST to make a grand opening a big 
event. Each of these boys visualized winning the bicycle 
displayed in the window. 
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sonal promotions. The dealer merchandising 
manager of Seller Bros. will offer counsel and 
guidance to A.D.H. and other Northern California 
PRO members to make certain that these sales 
promotions pay off. Consistent and timely ad- 
vertising in addition to these big sales are advo- 
cated in the PRO Program. 

More than 2000 persons passed through the 
doors during the 3-day opening. Such gifts as 
can openers for the ladies and pocket screwdrivers 
for the men along with door prizes lured many to 
the store. 

There was a guessing contest regarding the 
mileage of the front wheel of a bicycle made dur- 
ing the three-day opening. It was mounted in 
the window. The bicycle was also the prize. The 
wheel was put in motion by the mayor at the 
formal opening on February 19 at which time he 
congratulated the store manager, Floyd Hughes, 
who has been with the firm for three years. 

“Since the opening of the first store of the Pro 
Group,” R. (Bob) L. Jacobs stated, “We have had 
tremendous dealer acceptance. One of our prob- 
lems will be that we will not be able to accom- 
modate all dealers as rapidly as they desire. We 
are as pleased as the management of the A.D.H. 
Co. in the functioning of all phases of the pro- 
gram. We feel that in the coming months this 
program will prove to be a sales maker and profit 
maker for this store as well as others that are 
joining. 

Other Western wholesalers who are tied in with 
the PRO Program are: ZCMI Wholesale Distribu- 
tors, Salt Lake City, Utah, and Charles Ilfeld Co., 
Albuquerque, New Mexico. 


NEW FIXTURES and basic stock system give store man- 
ager, Floyd Hughes, a smooth running operation that will 
help to increase sales. 
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WIDE RANGE of hobby items for every member of the 
family, as well as complete assortment, has made Bob’s 
Hardware, Inc., a popular center in Gilroy, Calif. for 
farmers and their families in pursuit of leisure activities. 


Fast Turnover, Easy Handling 
Makes Hobby Dept. Pay 


Bob's Hardware, Inc. 
Gilroy, California 


4A HOBBY department pays the rent during 
winter months,” says Bob Weske at Bob’s 
Hardware, Inc., in Gilroy. 

Starting with a few handcraft items, Weske 
has built up the hobby section to take in about 
one-fifth of the floor space and account for at 
least one-fifth of the profit. 

For the farmers’ winter hours of leisure he 
stocks kits for making model planes, boats, cars, 
trains and missiles at prices up to $20. And for 
the kids there are model making kits priced as 
low as 15¢. “Dads are happy to buy the cheap- 
er sets to keep the kids away from their expen- 
sive sets!” 

For the women there are number painting sets 
ranging in price from $1.19 to $6.50 and leather 
tooling kits. For the youngsters there are sand 
painting and finger painting equipment. 

Weske believes that these do-it-yourself items 
will continue to grow in popularity. “There’s a 
lot more leisure time for farm families today and 
the novelty of television has worn off. Parents 
recognize that these handcraft hobbies are good 
for kids, and they’re getting lots of pleasure out 
of them themselves. As far as the store’s con- 
cerned, they’re easy to handle and they turn over 
fast.” 
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‘Nothing Sells Hardware 
Like A Good Turkey Sandwich’ 


Y serving delicious turkey sandwiches several 

times a year to customers and prospective 
customers, Paul Pehrson, owner of two Pehrson 
hardware and appliance stores in Salt Lake City, 
is getting scores of additional sales and much 
extra business. 


“The sandwiches which I serve are tender and 
have all the trimmings,” said Pehrson. “Nothing 
can sell hardware like a good tasty sandwich.” 

Pehrson serves free sandwiches several times 
a year. During his promotions he shows special 
small electrical appliances and hardware. 

“Of course, I bake the food I serve on small 
appliances right in the store,” he said. “This 
certainly boosts business!” 

In addition to selling small appliances, Pehrson 
features in-store cooking displays and builds 
store traffic and helps to sell other merchandise. 


“By using showmanship such as free sand- 
wiches, I get the edge on other stores in building 
up customer good will and added sales. The sand- 
wiches pay off in additional sales. 


“The cost more than is made up by additional 
business.” 


One day last year, an enterprising promotion 
meant giving away several thousand free turkey 
sandwiches to all-comers, he said, but it was 
worth it. “We gained scores of new patrons who 
are still shopping with us. 

“Nothing can sell hardware like a good turkey 
sandwich.” 











“Are you sure you don’t want the whole roll of chicken 
wire, Mr. Pastures?” 
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REFLECTOR HARDWARE CORP. 
manufacturer of 


merchandising equipment 
brings you 


Better—Faster 
More Complete 


SERVICE 


@ RHC brings you the most modern, 
SPACE-SAVING, SALES-PRODUCING 
MERCHANDISING and DISPLAY EQUIP- 
MENT in the field. Everywhere, the 
greatest names in retailing use RHC 
Spacemaster. 


Now YOU can get the best and get it 
faster! With stocks available on the 
coast, we can ship in 1 to 3 days. 


STORE PLANNING SERVICE creates a 
profit-making overall store plan, coordi- 
nating proper equipment with the proper 
merchandise with particular attention 
to customer buying habits and modern 
merchandising trends. 


VISIT OUR 
LOS ANGELES 
SHOWROOM SOON 


815 SOUTH LOS ANGELES STREET 
MAdison 4-3918 - 3919 


OR 
WRITE 
for ALL NEW CATALOGS 


@ To contact our San Francisco representative, 
write or phone our Los Angeles office. 


Gondolas for merchandising 
Hardware * Housewares 


SPACEMASTER 300 
NEW versatile merchandising 
* Hard Lines 


gondola units for every type 
of retailing need. 





Permanent ¢ Semi-Permanent 
* Mobile 


Merchandising wall sections 


WALLMASTER 

5 floor-to-ceiling MERCHAN- 

DISING WALL systems 
Partitions * Displays 








SPACEMASTER 60-S 
Wall sections * Island Units featuring a complete line of 
* Gondolas * Over Table 
© Signing and Pricing 
* Display 


self-serve store fixture and 
display equipment for every 
line or department 


REFLECTOR HARDWARE CORP. DEPT. HW-5 
851 S. Los Angeles St., Los Angeles 15, Calif. 


Please send CATALOCS 1 C7] 2 C] 


NAME 





FIRM NAME te 





ADDRESS —a 





CITY re ee ) 





t fe L F C ine) R PACIFIC COAST OFFICE G SHOWROOM _ 


MAIN OFFICE G& 
NEW YORK OFFICE G SHOWROOM 


HARDWARE CORP. 


SHOWROOM 


For Details Circle 16 on INQUIRY CARD 
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JUN. 6-12 JUN. 13-19 JUN. 20 - 26 JUN. 27- JUL. 3 











Siporiime { FATHER'S DAY (June 21) S25 


Sprung in ty 
THE FAMILY IS PLAYING OUTDOORS 


Feature power tools and hand tool sets, power mowers, sports 
Feature water sports, supplies, fishing tackle, 


equipment, barbecues, and other men’s items . . . Also con- 
tinue promoting Graduations, Anniversaries and Weddings. bicycles, etc. 











GARDEN CARE NEW COLORS FOR THE HOME SUMMER TIME NEEDS 
(Cont.) Feature paints, brushes, rollers, ladders and Feature supplies, fans, cool- 
allied supplies and equipment. ers, pest controls, electric 
lanterns, flashlights, etc. 














colored ribbons from the chips on inside of win- 


dow to the house in back of window. This will 
© Oo ors help make a colorful display without too much 
time and trouble. At the back just below sign 
stack a row of large paint cans. Use two colored 





strips of paper to place diagonally across floor as 
For The 
t 
Home 








Schedule: June 13-26 





OBJECTIVE: This promotion is timed just 
prior to the most active painting season of the 
year. During the summer millions of Americans 
paint their home, inside and out during their 4 
vacations and/or over the weekends. Stress ; se 
colors rather than just painting a surface. Also Be ah 
stress how to handle the cost by financing the —-s rotors & salt? 
materials through an FHA loan or one of the = 
many convenient bank credit plans now available. 





WINDOW—Take a large cardboard and cut 
it in the shape of a house as shown in the illustra- 
tion. On one side paste black paper on the card- 
board and paint the letters in white. On the other 
section, paste down in irregular places various 
sizes of paint chips of various hues. Additional 
color chips can be attached to the window. Run 
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shown. Display attractively all different types 
of paint sundries as well as paint, brushes, and 
rollers. 


INSTORE DISPLAY—At paint department 
the same type of sign can be used above the 
cornice. 


ADVERTISING—Direct mail is very effective 
for paint promotion as you can always send out 


folders with colored chips which will help get 
the wife enthused about new colors for the home. 
Also include in the campaign several folders 
about allied products, such as glass, etc. For 
radio advertising try to get over in word pictures 
the fact that new colors have an excellent effect 
upon family life. Newspaper advertising should 
feature a mat of your paint line and then 
list a recommended group of items which are 
related such as sandpaper, paint scrapers, etc. 





The Family 
Is Playing 
Outdoors 


Schedule: June 20-July 3 


OBJECTIVE: The outdoor theme ties in all 
types of merchandise for relaxation and playing 
as well as casual living outdoors. A tie-in window 
and promotion is also suggested in the sports 
corner section of this issue, exploiting sporting 
goods for outdoors. This particular promotion 
should promote such items as bicycles, tricycles, 
wagons, scooters, outdoor gym equipment, picnic 
supplies, patio supplies, outdoor garden games, 
barbecuing, etc. 


WINDOW: The theme designed for the “Out- 
door” windows is a beach umbrella with a white 
paper sign placed around the edge. Place bicycle 
on platform and use folding table to display 
vacuum jugs and other picnic supplies. Use a 
round sheet of colored paper to display skates. 


INSTORE DISPLAY—Use the white paper 
sign at several spots instore wherever you have 


MAY 1959 


























WN FF 


JIN mH 








merchandise that can be used in this promotion. 
About half way down your center aisle, you can 
attach two outdoor torches to display gondolas 
and stretch a white paper sign with the words 
“The Family’s Playing Outdoors” between them. 
The torches should be high enough so that the 
streamer does not interfere with passage through 
the aisle. 


ADVERTISING—A direct mail campaign may 
be used to promote this part of the merchandising 
event along with the sporting goods event. Copy 
should remind each person how important it is 
to make it possible for the family to play together 
outdoors. Then list typical items that will make 
good family enjoyment. The same type of copy 
may be used for radio commercials. Newspaper 
ads can feature the theme and follow it with a 
suggestion that the merchandise that you list will 
help them thoroughly enjoy outdoor playing. 
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AWARD-WINNING WINDOW CAR- 
TONS for auger bits and chisels can 
be displayed on wire racks for self- 
service.—Greenlee Tool Co. 

For Details Circle 241 on INQUIRY CARD 


SKIN PACKED FILES are mounted 
individually on colorful display cards 
and furnished in  assortments.— 
Nicholson File Company 

For Details Circle 242 on INQUIRY CARD 


RED HEAD CONCRETE ANCHOR 
display holds complete selection of 
kits plus a generous back-up stock.— 
Phillips Drill Company 

For Details Circle 243 on INQUIRY CARD 
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SPINERAMA DISPLAY 
plete freezer-refrigerator department 
which 
100 consumer folders.—Kordite Corp. 


Merchandising Aids 


es at 


is a com- 
includes reference book and 


For Details Circle 244 on INQUIRY CARD 


SUPER GRIP SCREWDRIVER DIS- 
PLAY features individually carded 
and pre-priced tools for impulse sales. 
—Bridgeport Hardware Mfg. Corp. 
For Details Circle 245 on INQUIRY CARD 


NO-DRIP PAINT BRUSH COLLAR 
is a premium offered with each 98 
cents roll of “Scotch” brand masking 
tape.—Minnesota Mining and Mfg. 
Co. 

For Details Circle 246 on INQUIRY CARD 





ert 


SANDPAPER GUIDE contains sam- 
ple swatches to assist dealers and 
customers in selecting right paper 
for job.—Behr-Manning Co. 

For Details Circle 247 on INQUIRY CARD 


TRIM-IT display for self-adhering 
metallized mylar in rolls fits on coun- 
ters, gondolas or on Peg-Board.— 
F.P.R. Industries, Ine. 

For Details Circle 248 on INQUIRY CARD 


ee’ 


PATIO FLOODLIGHT and fixture 
assortment display includes floods, 
fixtures and cord in individual car- 
tons.—Penetray Corporation 

For Details Circle 249 on INQUIRY CARD 
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MERCHANDISING AIDS————. 


HOSE SPRAYERS packaged in at- 
tractive display cartons feature full 
color pictures of sprayers in action. 
Makes into counter display.—Spray- 
ers & Nozzles. 

For Details Circle 250 on INQUIRY CARD 


PEG-BOARD DISPLAY for striking 
and edge tool handles is offered as 
part of deal. Display occupies only 
294,” x 3012” floor space.—O. P. Link 
Handle Company 

For Details Circle 251 on INQUIRY CARD 


; * AST 10 HANG! 
‘ey FLY CATCHERS 
%, « Aeroxon 
» * x, SAFE AND SANITARY 


wit Tomes TACKS “SDD 


HANDY FIVE-PACK fly ribbons is 


smart new point-of-sale package. | 


Mounted on blue and yellow card and 
contained by a transparent plastic 
cover.—Aeroxon Sales Co. 

For Details Circle 252 on INQUIRY CARD 


Now, Complete Chain Making Facilities 
For The First Time On The West Coast 


Campbell Chain’s new plant at Alvarado, California is the most 
modern chain plant in the nation. The completely integrated plant 
is equipped to supply Campbell warehouses in Portland, Seattle and 
Los Angeles, and makes possible same-day or overnight shipment of 
Campbell Chain’s complete line of welded and weldless chain. 


The Alvarado plant marks a major development in the expansion 
of the company, adding to manufacturing facilities at York, Pa. 
and West Burlington, Iowa, and warehouses across the nation. 


CAMPBELL CHAIN Comsany 


York, Pa.—W. Burlington, lowa—Alvarado, Calif. 
CAMPBELL 
E. Cambridge, Mass.— Atlanta, Ga.—Dallas, Texas 
CHAIN 


Chicago, IIl.—Seattle, Wash.—Portland, Ore. 


San Francisco and Los Angeles, Calif. 








BONUS 
BUSINESS 


Fast Selling Items 
Catch Impulse Buyers! 


40% Dealer’ Discount! 


$# 501 MIX-N-MEASURE PAINT POT 
¢ Graduated from | to 5 Qts 
¢ Can be Burned Out 


#17 WINDOW-EASE 
¢ Opens Stuck Windows 


#66 TURBO-MIX 
+ Fits Any Electric Drill 
Mixes All Paints 


Write for 


catalog. 


HARDWARE PRODUCTS CO. 
A. J. LYNCH CO. 


Representatives 


4560 East 50th Street 
Los Angeles 58, California 
For Details Circle 18 on INQUIRY CARD 


40 








STORE OPERATIONS 





SAW FILER handles both rip and 
crosscut saws and also crosscut cir- 
cular saws, band saws and all types 
of hand saws. Features a series of 
segments separated by deep gullets. 
Each segment has two or more teeth 
which can be sharpened with a stand- 
ard three-cornered file——Foley Mfg. 
Co. 
For Details Circle 253 on INQUIRY CARD 


ELECTRIC ADDING MACHINE is 
compactly designed to take only 8” x 
11” desk space. Control keys are elec- 
trified to eliminate extra strokes and 
concave key faces to keep fingers 
from slipping.—The General-Gilbert 
Corp. 
For Details Circle 254 on INQUIRY CARD 


IT’S TOOLTIME ’59 promotion in- 
cludes free offers and special prices 
on 11 popular tools. Complete tie-in 
material is available free including 
posters, easel displays, price cards, 
trim paper, display cloth, ad-mats.— 
Millers Falls Co. 
For Details Circle 255 on INQUIRY CARD 


CASH REGISTER with indication 
called the “8310” is an electric, gen- 
eral purpose register. Can be operated 
as independent, normal capacity ma- 
chine at turn of manager’s key. Car- 
ries nine commodity and five depart- 
ment keys with an enforced designa- 
tion.—R. C. Allen Business Machines, 
Inc. 
For Details Circle 256 on INQUIRY CARD 


AUTOMATIC TINTING MACHINE 
marketed on a rental basis includes a 
display of 1000 paint colors. Fits into 
28 inches of space. Unit dispenses 
2500 colors in all paint bases from 
just 10 colorants.—National Paint & 
Varnish Company 
For Details Circle 257 on INQUIRY CARD 


CHALLENGER LINE of full and 
half gondolas. Standard lengths are 
in multiples of 3 feet and heights are 
40”, 50” or 54”. Shelving can be 
changed to any vertical position.— 
M&D Store Fixtures, Inc. 

For Details Circle 258 on INQUIRY CARD 
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TO RECEIVE ANY OF THIS PRINTED MATTER CIRCLE 
NUMBER ON INQUIRY CARD PAGE 48 


PLASTIC LIQUID-FOILS litera- 
ture regarding application procedures 
and additional data is made available 
by the Permalume Division, Grems 
Manufacturing Co. The literature ex- 
plains liquid plastic which is sup- 
plied in ready-to-use form in colors, 
metallic, brilliant copper or aluminum, 
and is claimed to be more rapidly and 
economically applied to concrete and 
cementitious roof decks in place of 
the conventional tar or asphalt built- 
up roof coverings. Working hazards 
are also reduced according to the 
manufacturer because the plastic re- 
quires no heating. 

For Details Circle 211 on INQUIRY CARD 


LE-HI CONDENSED CATALOG 
No. 34 issued by Hose Accessories Co. 
is an eight-page bulletin in color con- 
taining essential information on the 
wide variety of Le-Hi hose couplings 
and fittings for every type of indus- 
trial rubber hose. Also includes de- 
scription and illustrations of several 
new items recently added to the line. 

For Details Circle 212 on INQUIRY CARD 


QUALATEX BALLOON CATA- 
LOG issued by The Pioneer Rubber 
Co. is 24 pages in full color display- 
ing the complete line of balloon prod- 
ucts. It also carries pertinent infor- 
mation as to order numbers, sizes, 
colors shapes. Imprinting instructions 
corresponding to the individual prod- 
uct designs are detailed on each page. 

For Details Circle 213 on INQUIRY CARD 


PLASTIC SEWER AND DRAIN 
PIPE MANUAL issued by Carlon 
Products Corporation gives complete 
specifications and test data on Carlon 
“D” plastic sewer and drain pipe. 
Comparison charts with bituminized 
fiber pipe are included, as are speci- 
fications for molded fittings in this 
12-page manual. 

For Details Circle 214 on INQUIRY CARD 
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TURNBUCKLES AND INDUS- 
TRIAL HARDWARE CATALOG is- 
sued by the Edward W. Daniel Co. 
illustrates and describes the com- 
pany’s full line of industrial hard- 
ware and wire rope fittings. The 24- 
page catalog covers eye bolts, U-bolts, 
hook bolts, screen and garage door 
braces, sign erection fittings, drop- 
forged turnbuckles among others. 
General information includes prices, 
ordering and shipping instructions as 
well as complete specifications of all 
items. 

For Details Circle 215 on INQUIRY CARD 


“HOW TO SELECT A NEW 
ELECTRICAL APPLIANCE” booklet 
issued by the Kelvinator division of 
the American Motors Corporation is 
directed to prospective buyers of 
major appliances. The 28-page book- 
let examines problems to watch for 
in today’s market of greatly-adver- 
tised bargains. It is a practical guide 
to help the buyer who has become 
confused by the bewildering price and 
feature claims in appliance advertis- 
ing. 

For Details Circle 216 on INQUIRY CARD 


FLOOR - TO - CEILING | structural 
merchandising systems are described 
and profusely illustrated in this 28- 
page catalog issued by Reflector 
Hardware Corporation entitled, “RHC 
Wallmaster Control of Space.” Shows 
new applications for converting un- 
profitable floor space into mobile 
merchandising wall sections and free 
standing displays. 

For Details Circle 217 on INQUIRY CARD 


“AMERICAN FENCE PROD- 
UCTS” is an illustrated general cata- 
log issued by United States Steel 
Corporation listing fence and kindred 
products produced by American Steel 
& Wire division. The 41-page catalog 
also contains information and speci- 
fications on such other items as bale 
ties, corn cribs, hardware cloth, nails, 
roofing sheets, welded wire fabric, 
stone wire, trellises and agricultural 
wire rope. A unique chart and table 
takes the guesswork out of how much 
fence and how many posts are re- 
quired to enclose farm acreage. 

For Details Circle 218 on INQUIRY CARD 


WHEEL GOODS CATALOG issued 
by the O. W. Siebert Co. is illustrated 
in full color and covers the complete 
line of carriages, strollers, lift-outs, 
car beds, car seats, walkers, high 
chairs and feeding tables. In addition 
the copy is written to provide the 
dealer with an actual sales pitch on 
each Siebert item. 

For Details Circle 219 on INQUIRY CARD 


TWENTIETH ANNIVERSARY 
CATALOG issued by the Oxwall Tool 
Co., Ltd., is a 40-page catalog de- 
signed to give complete information 
on more than 1000 hand tools. In- 
cluded are skin packaged tools, tool 
promotions, tool sets, combination 
tool kits, display aids . . . a complete 
line of hand tools, with complete in- 
formation. 

For Details Circle 220 on INQUIRY CARD 


STRIKING TOOL CATALOG is- 
sued by the True Temper Corporation 
illustrates and describes the firm’s 
full line of Kelley axes and adzes, 
hammers and hatchets, and heavy 
goods. Information on True Temper’s 
basic stock hammer program “5 Is 
All You Need” is included. Catalog 
is 8%” x 11”, punched to fit binder. 

For Details Circle 221 on INQUIRY CARD 
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Clayton, Gelder Form 
New Sales Company 


Ww. P 


‘ oe & 
Clayton 


Gelder 


DENVER—W. P. Clayton Com- 
pany, Salt Lake City, and W. I. 
Gelder & Co., Denver, have an- 
nounced the association of the two 
companies as manufacturers’ repre- 
sentatives in the mountain states. 

Purpose of the association, accord- 
ing to Clayton and Gelder, is to pro- 
vide better service for the two firms’ 
present accounts and better coverage 
of the entire area for manufacturers 
they represent. 

The Clayton company has operated 
in Utah, Idaho, Montana, Wyoming, 
and Colorado for more than 20 years. 
The Gelder company was founded 
about 12 years ago. 

Firms represented by the com- 
panies include Arvin Industries, Inc., 
producers of outdoor furniture, bar- 
becue grills and ironing tables; Ceco 
Steel Products Company, Peoria 
Metal Specialty Co., and Turner & 
Seymour Manufacturing Company, 
handled in the past by the Clayton 
company; and Falco Products, Inc., 
Artistic Wire Products Co., Inc., and 
Kordite Corp., handled by the Gelder 
Company. In the future all accounts 
will be handled by both firms, Clay- 
ton and Gelder said. 


Welbilt LA Rep 


LOS ANGELES—The Welbilt Cor- 
poration, Maspeth, N. Y., announced 
the appointment of Floyd Yudelson 
here on the Welbilt air conditioner 
line exclusively to retail trade. Air 
conditioner sales through builder dis- 
tributors or to builders directly will 
continue to be handled by Lillian 
Ferber. 
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New 
Marketing 
Director 
Appointed 


William B. 
Lebherz, Jr. 


William B. Lebherz, Jr., has been 
appointed marketing director of the 
Ox Fibre Brush Company, Frederick, 
Md. Lebherz had been vice president, 
treasurer and a member of the board 
of directors of Emery Advertising 
Corporation, Baltimore. 

Lebherz will supervise all adver- 
tising, publicity and market research, 
and work closely with Doyle W. Carr, 
sales manager, on all merchandising 
and sales promotion activity. 


ae 


Washington 
Steel 

Elects 
President 


H. E. 


Anderson 


TACOMA, Wash.—H. E. Anderson, 
formerly president of Washington 
Hardware Co., has been elected pres- 
ident of Washington Steel Products, 
Inc., here. 

Anderson came to Washington Steel 
in a merger a few years ago as vice 
president in charge of the wholesale 
division, which included Washington 
Hardware Co., Northwest Builders 
Hardware of Seattle and Oregon- 
Washington Hardware of Portland. 


Columbian Ass't S. M. 


Boris A Cooke has been named 
assistant to Earl L Wilson, newly 
appointed sales manager of Jet-Pak 
bags, which are manufactured and 
sold by Columbian Rope Company, 
Auburn, N. Y. The appointment was 
made by E R. Metcalf, president, at 
the National Paper Trade Associa- 
tion Show at the Waldorf-Astoria. 


T-D ‘House’ 
Sales Mgr. 
Retires 
After 

54 Years 


Elwood 
Kuechler 


SACRAMENTO, Calif. — Elwood 
Kuechler, manager of The Thompson- 
Diggs Company housewares sales de- 
partment, has announced plans to re- 
tire after 54 years in the hardware 
business. 

Kuechler, who started as an office 
boy for Baker & Hamilton in June, 
1905 when the company’s plant was 
located in this city, worked through 
various departments and eventually 
became a road salesman and later a 
buyer. When the business was trans- 
ferred to San Francisco, Kuechler 
elected to stay here and went to work 
for the Schaw Batcher Company as a 
buyer. 

The Thompson-Diggs Company pur- 
chased the Schaw Batcher Company 
in 1932 and Kuechler went to work 
for his new employer as a salesman. 
In 1940 he moved into the company’s 
office and was placed in charge of the 
housewares sales department, which 
position he still occupies. 

Kuechler, who was born June 21, 
1889, is an enthusiastic sportsman. 
He follows football, baseball, and can 
quote team records and performances 
of individual players. He is also an 
ardent golfer. In his youth he was 
a tennis player and is the holder of 
several amateur cups that he won in 
competition. He is familiarly known 
as “Kuch” and his friends are legion. 
HARDWARE WORLD welcomes El- 
wood Kuechler to the Western Hard- 
ware 50-Year Club. 


Eisenhart Named Div. S.M. 


E. W. Eisenhart has been appointed 
to divisional sales manager in the 
Central United States area for the 
Wilbur & Williams Company, Inc. 
As part of his territory he will cover 
Montana, Wyoming, Colorado, and 
New Mexico. Eisenhart will repre- 
sent the firm’s three divisions. 


HARDWARE WORLD 





AT GENERAL SESSION approximately 1800 Coast-To-Coast owners and 
their wives, representing over 825 such stores received a briefing on Coast- 


To-Coast Stores 1959 Program. 


Westerners Attend Annual 
Coast-To-Coast Meeting 


About 100 retail hardware dealers 
and their wives went by special train 
to Minneapolis to attend the Coast- 
To-Coast Stores annual meeting. 
There was a grand total of 1800 
store owners and their wives repre- 
senting over 825 such stores. 

Almost 300 store owners and their 
wives came to this meeting for the 
first time. Among these were former 
owners of Marshall-Wells stores who 
became affiliated with the Coast-To- 
Coast Stores organization in recent 
months, particularly in the Western 
Oregon and Washington area where 


Harper & 
Reynolds 
Assistant 
Sales Mar. 


George W. 
Huey 


George W. Huey has been appoint- 
ed assistant sales manager for Har- 
per & Reynolds Corporation, Los An- 
geles. Huey has been with Harper & 
Reynolds 20 years. Prior to his ap- 
pointment, Huey was an outside sales- 
man. 


Kentile Sales Manager 


William E. Newman has been ap- 
pointed general sales manager of 
Kentile, Inc., Brooklyn, N. Y., leading 
producers of resilient tile flooring. 
Newman succeeds Donald Uffinger 
who recently resigned. 
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Coast-To-Coast stores Central organ- 
ization took over the Marshall-Wells 
Company operation in Portland. 


In addition to hundreds of items 
shown were displays of new mer- 
chandise sold in Coast-To-Coast 
Stores. 


Doctor G. Herbert True, formerly 
of Notre Dame University, South 
Bend, Ind., was featured in the open- 
ing general session program. He ad- 
dressed an audio-video discourse on 
the subject, “Creating Selling or How 
to be an All-Star.” 


New 
Langley 
Northwest 
Rep. 


Ben F. 
Silknitter 


PORTLAND, Ore.—Ben F. Silk- 
nitter, here, has joined MeCubbin- 
Callan & Associates, San Mateo, 
Calif., as Northwest representative 
for Langley Corporation, San Diego 
manufacturer of fishing rods, reels, 
lures and the Fisherman’s De-Liar. 

Silknitter, who will cover Washing- 
ton, Oregon, Montana and Idaho, 
started in the fishing tackle business 
in 1932 as a stock boy in the sporting 
goods section of a Portland hardware 
store. Later he joined Beebe Company, 
Portland, a marine supply and sport- 
ing goods jobber, where he served as 
sporting goods buyer and later sales 
manager. 


PEOPLE 


Long Beach Retailer Wins 
Brand Name Award 


Horace Green & Sons, 4422 Atlan- 
tic Avenue, Long Beach, California 
was named 1958’s “Brand Name Re- 
tailer-of-the-Year” in the Hardware- 
Housewares Stores category. 

In addition to Horace Green & 
Sons, four other hardware-house- 
wares stores were cited for their 
outstanding 1958 promotional activi- 
ties. None of these four were in the 
West. 

The Long Beach Retailer will re- 
ceive the award on April 15 in the 
Grand Ball Room of the Waldorf- 
Astoria, New York City. It is ex- 
pected that more than 1500 business 
and civic leaders will attend the ban- 
quet. 

Certificates of Distinction will be 
given to three Western Department 
stores. In Class I is the Emporium, 
San Francisco. In Class II are 
Walker-Scott Co., San Diego. and 
Cc. C. Anderson Co., Boise, Idaho. 


Atkins 
Names 
General 
Sales 
Manager 


Robert V. 
Merrell 


Robert V. Merrell has been named 
general manager of Atkins Saw divi- 
sion, Borg-Warner Corporation, suc- 
ceeding C. J. Meister, who has 
resigned. 

Merrell, who has been with Atkins 
for 11 years, was formerly eastern 
division manager and assistant gen- 
eral sales manager. 


Rempel New S.M. 


Announcement has been made by 
D. G. Rempel, president of Rempel 
Manufacturing, Inc., Akron, Ohio, of 
the promotion of Andrew E. Sirasky 
to sales manager. Sirasky previously 
was sales service manager for the 
nationally known manufacturer of 
latex squeeze toys, and the “Life- 
like” line of riding toys. 
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NEWS 


Wood 
Shovel 
Names 
Ass't S.M. 


Harold 
Juckett 


Harold Juckett has been named as- 
sistant sales manager of The Wood 
Shovel and Tool Company, Piqua, O. 
Prior to his appointment he was in 
the sales department of The Geyer 
Manufacturing Company, Rock Falls, 
Ill., now the garden tool division of 
Wood Shovel. 

Before joining the Geyer organiza- 
tion he was employed in the sales de- 
partments of Swift & Company, Chi- 
cago, and Frantz Mfg. Co., Sterling, 
Ill. 


New Lawn-Boy S. M. 


John P. Litchfield has been named 
sales manager of Lawn-Boy, the 
power mower division of Outboard 
Marine Corporation, Waukegan, III. 
Litchfield, formerly general sales 
manager of the Goodall Manufactur- 
ing Company, succeeds Robert E. 
Schuler, who has been appointed di- 
rector of sales for Lawn-Boy with 
headquarters in Waukegan, III. 


S. F. Toy Market Set 


SAN FRANCISCO — Jack Jackson, 
president of the Western Toy, Juve- 
nile and Wheel Goods Association, 
today announced that their Annual 
Market would be held Sunday, May 17 
through Friday, May 22 on the 9th 
Floor of the Western Merchandise 
Mart, San Francisco. 

Last May, over 1400 buyers at- 
tended this popular Show and all in- 
dications point to an even higher 
attendance at this coming Market. 
Approximately 30 exhibitors will par- 
ticipate. 

Toy, juvenile and wheel goods buy- 
ers will be guests at a luncheon meet- 
ing on Thursday, May 21. 


Housewares Show Set for July 


The 3lst NHMA National House- 
wares Exhibit will be held Monday 
through Friday, July 13-17, 1959, in 
the Atlantic City Auditorium, site of 
these summer shows for 11 years, ac- 
cording to Dolph Zapfel, secretary of 
the National Housewares Manufac- 
turers Association. 

“The successful January show in 
Chicago,” Zapfel said, “indicates an- 
other record demand for exhibit space 
in the mid-year show. Every effort 
again will be made to provide display 
booths for as many housewares manu- 
facturers as possible, consistent with 
the space limitations faced by every 
NHMA Exhibit.” 


S&Q APPOINTMENTS 


R. R. 
Lent 


S&Q Hardware Stores announced 
the appointment of two divisional 
sales managers. Covering the South- 
western territory, which will include 
New Mexico and Colorado, is R. R. 
Lent. Heading the Northwestern area 
is Ward Shaw who will cover Mon- 
tana, Oregon, Washington and Wyo- 
ming. 

Both men have been associated with 
the S&Q Hardware Stores in various 
sales management capacities since 
1952. 


Re-Ly-On Names Rep 


Re-Ly-On Products, Inc., Brooklyn, 
N. Y., manufacturers of Versa-Table 
Versette and Versa-Serva, have an- 
nounced the following organizations 
as manufacturer’s representatives: 

Fred C. McGavock, Portland, Ore.; 
J. L. Kingsley Co., San Francisco; 
Sibley Sales Co., Los Angeles; and 
Allen B. Carpenter Co., Denver, Colo. 
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ALUMINUM SCREEN DOOR 


@ 20 Year Written Guarantee! 
@ Established YANCEY Brand Name! 
@ Double-Reinforced Construction! 
@ Packaged One to a Carton! 
Sells itself on sight! Yancey’s popular “Economy” model with 
5" x 2” EXTRUDED ALUMINUM frame, full screen, 11” kick 


panel, 2 push bars, and concealed mortised hinges. Price 
includes hardware and air closer. Order today! 


Available ONLY through your wholesale jobber. 
Ask him about Special Free Offer on “Salesmaker” Display Unit! 


Manufactured by: YANCEY COMPANY, Aluminum Products Division, Sacramento 6, California 


Model B-1 


RETAIL 
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Scovill Appointments 


f 





S. M. Main J. N. Hathaway 


S. M. Main has been appointed to 
the new office of product manager of 
the merchandise division, Scovill 


Manufacturing Company, Waterbury, 
Conn. He had been a sales manager 
of the division since 1938, having 


TOOL © HANDLES 


offer 


come with the company in 1917. 
J. N. Hathaway, former assistant 
sales manager, has been named sales 


Selling Advantages 
manager of the garden hose acces- 


sories section of the merchandise ¢ that mean more 
division. He came with the company 


in 1946 as a salesman. | ' c Turnover and Profit 


Yakima 
Hardware 
Elects 
President 


1. Priced to move fast with full profit 
margin for you. 


2. Manufactured to give user satis- 
. ; 4 faction. Made of finest second 
Donald W. =O a growth hickory. 
Sinclair 4 ii SSE : 
3. Clearly labeled for quick identi- 
fication by pattern number, name 


YAKIMA, Wash.—Donald W. Sin- and weight tool they fit. 


clair, formerly executive vice presi- 
dent, treasurer and general manager, 
has been elected president and trea- 
surer of Yakima Hardware Company, 
it was announced by George V. Ran- ; 
kin, newly-elected chairman of the copy of handy wall chart C 
board. illustrated at left. This wall 

Sinclair has been with the firm | @ chart simplifies selecting 
since 1921 and since that date he has 
served as price clerk, head buyer, 
sales manager and general manager. 
His father, R. C. Sinclair, served as 
company president from 1951 to 
1953. 

Other officers of the company are 
R. A. Marble, vice president and gen- 
eral manager; R. L. Rankin, vice 
president; C. O. Drumhiller, secretary 
and manager of purchases; and G. L. 
Hall, assistant treasurer. 

Department heads are C. B. Hamp- 
er, dealer sales manager; H. J. Vogt- 
lin, industrial manager; J. W. Fos- 
burgh, automotive manager; S. B. 
White, sales promotion manager; and 
E. Ray Kempf, builders hardware 


manager. 3 b. a Send for 
Beacon Appoints Hecht _ 

PORTLAND — The Beacon Plastic 
Corporation of Newton, Mass., has 
appointed Jack Hecht, manufacturers’ 
representative here to handle the 


Beacon line of plastics housewares. Sequatchie Handle Works 


He will service Washington and Ore- | Sequatchie, Tenn. 
gon. For Details Circle 20 on INQUIRY CARD 


4. Sales helps to assure that quick 
turnover every aggressive 
dealer demands. Write for free 


Ae 
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proper handle for specific tools. 
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NEWS 


Naylor Is New Head 
Torrance Retailer Group 


TORRANCE. Calif.—George Nay- 
lor, owner Torrance Hardware here 
was recently elected president of the 
downtown merchants division of the 
Chamber of Commerce. Naylor had 
retired in 1942 from the B. F. Good- 
rich Company where he was manager 
of the crude rubber division of the 
purchasing department. He previously 
worked for the Fisk Rubber Co., Chi- 
copee Falls, Massachusetts. 

After two years of retirement he 
became active in U. S. Government. 
He went to Southern California in 
1942, but came out of retirement in 
1945 when he was hired by the U. S. 
Government to serve as a liaison in 
the Dutch-East Indies. He returned to 
Pasadena in 1945 where he lived un- 
til four years ago when he moved to 
Torrance and took over the Torrance 
Hardware store. 


Wagner Calif. Rep 

LOS ANGELES — Appointment of 
Herb Blaine Co., Los Angeles, as its 
representative in Southern California, 
was announced by the E. R. Wagner 
Manufacturing Co., Milwaukee. The 
Blaine company will represent Wag- 
ner’s full line of carpet sweepers, its 
rug-cleaning applicator and door 
closer. 


LOOKS MIGHTY TEMPTING 


act! 


WHAT’S COOKING? ... John Malt- 
by (left), chairman of the Fourth An- 
nual Western Housewares Golf Tour- 
nament, takes in a sneak preview of 
the menu held by Niles Herron, food 
committee chairman. The big event 
is scheduled for June 9 at Diablo 
Country Club, Diablo, Calif., and is 
sponsored by the San Francisco Pot 
and Xettle Club. 
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MILLERS FALLS APPOINTS FOUR WESTERN SALES REPS 


Charles 
Fowler 


Clifton E. 
Martin 


The Millers Falls Co., Greenfield. 
Mass., announced the appointment of 
four sales representatives in the West. 
Representing the company’s line of 
hand, power and precision tools in 
the Oakland area, Northern Cali- 
fornia and Reno, Nev., will be Charles 
Fowler of Berkeley. 

Clifton E. Martin of Los Angeles 
will represent the company’s similar 
line in the San Diego, Calif. area. 

The Southern California and South- 
ern Nevada territory has been as- 


Ralph J. Robert M. 
Rinard Park 


signed to Ralph J. Rinard of Arcadia, 
Calif. 

The company’s representative in 
Washington, Northern Idaho and 
Montana is Robert M. Park of Seattle. 
Wash. 

The announcement of the appoint- 
ments was made by Arthur E. Acker- 
man, vice president in charge of sales. 
who added that all four will work un- 
der the direction of Stanley G. Britt, 
manager of the Pacific Coast sales 
district with headquarters in L. A. 





Arvin Director Named 


Arvin Industries, Inc., of Columbus, 
Ind., has named Richard H. Williams 
director of marketing for its con- 
sumer products divisions. Williams 
for several years has been director of 
sales for the firm’s Electronics and 
Appliances division. 

Themio (Pete) Plakos, formerly 
Electronics and Appliances promotion 
manager and eastern sales manager, 
has been named divisional sales man- 
ager, succeeding Williams. 

Leo Burns, former E. and A. prod- 
uct manager, has been appointed di- 
rector of sales for Arvin’s new home 
electric heating division. Joining the 
division in a sales capacity is Wil- 
liam Sevy, former electronic and ap- 
pliances district manager in the Chi- 
cago area. 

O&H Rocco Reps 

BURLINGAME, Calif. — Rocco 
Products, Inc., Minneapolis, Minn., 
has appointed Osgood & Howell to 
represent them in Northern and Cen- 
tral California and Western Nevada 
to handle their Norseman Products 
which include Royal Norseman push- 
mobiles, Norseman power saws, and 
Roc-Edge saw blades. 

Osgood & Howell is owned by Phil- 
lip J. March with 18 years experience 
in this territory. Their office is lo- 
cated here. 


Robinson Names S. M. 

Donald D. Pace has been promoted 
to sales manager of the Robinson- 
Ransbottom Pottery Co., Roseville, 
Ohio. The company is a subsidiary of 
the Robinson Clay Products Co. of 
Akron, Ohio, one of the nation’s larg- 
est manufacturers of clay products. 


Deon Morrill Rep for Planert 


FRESNO, Calif—Don Morrill Co., 
manufacturing representative firm 
here, has been appointed Western 
representatives by the Planert Skate 
Co., Chicago. The sales firm will 
represent the Planert Skate Co. in 
the 12 Western States and El Paso 
with salesmen out of key cities in 
the West. The manufacturer is per- 
haps one of the oldest to continually 
produce ice skate equipment, having 
started in 1895. 

Don Morrill Co., with headquarters 
here, has been traveling out of South- 
ern California, Denver and Seattle. 


Pacific Distributor 


WALLA WALLA, Wash. — Amery 
& Sons, Inc., 1011 North 9th Street, 
here has been appointed a stocking 
distributor for Pacific Mercury elec- 
tric plants. 

Well known distributors of hard- 
ware and industrial tools, Amery & 
Sons will stock representative models 
of Pacific Mercury electric plants. 
The Walla Walla company will also 
maintain a complete parts and service 
department for customer convenience, 
according to manager E. Y. Amery. 


Borden Western Rep 


SEATTLE—Appointment of Edgar 
W. Reinertsen as sales representative 
in the Pacific Northwest has been an- 
nounced by the consumer products 
department of the Borden Chemical 
Company, New York, N. Y. He will 
be responsible for wholesaler and 
dealer sales of Borden’s products for 
the home handyman. Reinertsen will 
make his Borden headquarters here. 
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So. Calif. 
Reps Are 
Dropped By 
Club 
Aluminum 


K. H. 
Casford 


LOS ANGELES—K. H. Casford, 
district sales manager for the Club 
Aluminum Products Company, La 
Grange Park, Ill., has been placed in 
charge of sales in Southern Cali- 
fornia by the company’s Inland Glass 
division. 

C. F. Cecil, vice president in charge 
of sales, said manufacturer’s repre- 
sentatives will no longer be used for 
the Inland Glass line in this area. 


Behr-Manning S. M. 


Behr-Manning Co., Troy, N. Y., has 
named Thomas Trowbridge general 
sales manager of its coated abrasive 
division. At the same time, Thomas 
G. Gileoyne was appointed field sales 
manager of the division. 

Trowbridge has been with the firm 
since 1922, occupying progressively 
important sales posts in this country 
and for two years, in England. Gil- 
coyne has been a member of the sales 
department since 1937, and prior to 
his new post was manager of indus- 
trial sales. 


JON-E DISPLAY WINNERS 


Two Western dealers were winners 
in their respective classes in the Jon- 
E display contest promoted by Alad- 
din Laboratories, Inc., Minneapolis, 
Minn. They were R. J. Schwendiman, 
Diamond Hardware Co., Twin Falls, 
Idaho, who scored in the $25,000-$75,- 
000 bracket; and Marshall Everheart, 
Bud’s Sporting Goods, Jerome, Idaho, 
who won in the $25,000 or less class. 

According to the sponsoring com- 
pany, a total of 847 stores put up 
store or window displays during the 
Christmas season. 
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NEW PACKAGING 


for pegboard displays 
...boosts chain sales 





... speeds self-service 


...generates faster turnover 


Taylor Chain—first in the industry with the packaging of TM 
Halter and Dog, and Dog Runner Chains in polyethylene, 
“see-thru” bags. Attractive eye-catching saddle stops store 
traffic. Punched for pegboard displays. Identifies product, size 
and use—provides space for retail price. The result, many more 


aylor 
ade 


SINCE 
1873 


self-service sales... faster turnover 
and better profits for you. Packed ten 
chains to a carton. Call your jobber 
or write today for details. 


Ss.G. TAYLOR CHAIN CO., INC. 
Hammond, Ind. —3505 Smaliman St., Pittsburgh 1, Pa. 
For Details Circle 21 on INQUIRY CARD 
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the fresher the paint... 
the faster it sells! 


Build volume, repeat business 
in your paint department 


For Details Circle 22 on INQUIRY CARD 








PATENTED WATER BUBBLER 


@ WATERS DEEP — FAST 

@NO WASH — NO WASTE 

@ DURABLE ALUMINUM 

®@ BUILT TO LAST 

® NO MOVING PARTS 

@ GOOD STEADY SELLER 

@ PRICED RIGHT 

@ COLORFUL DISPLAY CARTON 


. wa 3 “: 
@ NATIONAL CONSUMER 
ADVERTISING TO HELP YOU 
@ FREE SALES PROMOTION MATERIAL 
@ MARKET PROVEN 
@ GENEROUS DISCOUNTS 
@ SHIPPED PREPAID 
@ FOR FULL DETAILS WRITE 


Garden Products Division 


4961 E. 22nd ST. « TUCSON. ARIZ 
For Details Circle 23 on INQUIRY CARD 
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SCHEDULE OF CONVENTIONS AND SHOWS 


May 17-19 


May 17-21 


May 17-22 


June 21-24 


June 22-26 


July 3-18 


July 4-9 


July 13-17 


July 13-17 


July 19-23 


July 26-31 


Aug. 


PACIFIC COAST BUILDERS’ HARDWARE CONFER- 
ENCE OF NBHA & ASAHC, Yosemite National Park, 
Calif. (Sponsored by Builders’ Hardware Club of Northern 
California, Vern Lewis, chairman, c/o Marshall-Newall, 
101 Utah St., South San Francisco, Calif.) 


NATIONAL TOY SHOW, Morrison Hotel, Chicago, Ill. 
(Jules Karel & Associates, 8 South Dearborn St., Chicago, 
Ill.) 


WESTERN TOY, JUVENILE AND WHEEL GOODS 
MARKET, Western Merchandise Mart, San Francisco, 
Calif. (Henry Adams, Western Merchandise Mart, 1355 
Market St., San Francisco, Calif.) 


ASSOCIATED POT & KETTLE CLUBS OF AMERICA 
CONVENTION, Harrison Hot Springs, British Columbia. 
(Art Dunson, 2516 East 134th St., Seattle, Wash.) 


WESTERN SUMMER MARKET, Merchandise Mart, San 
Francisco, Calif. (Henry Adams, Merchandise Mart, 1355 
Market St., San Francisco, Calif.) 


INTERNATIONAL TRADE FAIR, Navy Pier Exhibi- 
tion Hall, Chicago, Ill. (Chicago Association of Commerce 
and Industry, 30 West Monroe St., Chicago 3, Ill. Richard 
Revnes, managing director.) 


CHRISTMAS GIFT MARKET, Dallas Trade Mart, Dal- 
las, Texas (The Dallas Trade Mart, 2100 Stemmons F ree- 
way, Dallas 7, Texas.) 


FURNITURE AND HOMEFURNISHINGS MARKET, 
Dallas Trade Mart and Dallas Homefurnishings Mart, 
Dallas, Texas. (The Dallas Trade Mart, 2100 Stemmons 
Freeway, Dallas 7, Texas.) 


NATIONAL HOUSEWARES EXHIBIT, Atlantic City 
Auditorium, Atlantic City, N. J. (National Housewares 
Mfrs. Assn., 1130 Merchandise Mart, Chicago, IIl., Dolph 
Zapfel.) 


NATIONAL RETAIL HARDWARE ASSOCIATION 
CONGRESS, Statler Hilton Hotel, Los Angeles. (National 
Retail Hardware Assn., Russell R. Mueller, 964 N. Penn- 
sylvania St., Indianapolis, Ind.) 


CALIFORNIA GIFT SHOW, Ambassador & Biltmore 
Hotels, Brack Shops and Merchandise Mart. (Trade Shows 
Ltd., 672 So. Lafayette Park Place, Los Angeles 57, Calif.) 


WESTERN GIFT & HOUSEWARES SHOW, Merchan- 
dise Mart, San Francisco, Calif. (Western Gift & House- 
wares Assn., Henry Adams, 1355 Market St., San Fran- 
cisco, Calif.) 


GIFT, CHINA, GLASS, JEWELRY, TOY, STATION- 
ERY & HOUSEWARES SHOW, Brooks Hall, Civic 
Center, San Francisco, Calif. (Kay Leber, Western Ex- 
hibitors Assn., 1855 Market St., San Francisco, Calif.) 


NATIONAL WHOLESALE SPORTING GOODS SHOW, 
Sheraton Hotel, Chicago, Ill. (Trade Association Shows, 
Room 9238, 600 S. Michigan, Chicago, Ill.) 


THIRD ANNUAL AFTM FISHING TACKLE TRADE 
SHOW, Hotel Sherman, Chicago, Ill. (AFTM, 430 Bond 
Building, Washington, D. C., John M. Holmes.) 


For additional information about the conventions and shows listed above 
and others not listed in this issue, write te HARDWARE WORLD Service 


Bureau. 
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CAMPBELL CHAIN OPENS NEW WEST COAST PLANT 


OPENING of a new modern chain plant at Alvarado, Calif., has been 
announced by the Campbell Chain Company, York, Pa. The plant provides 
complete chain-making facilities for the first time on the West Coast, accord- 
ing to George J. Campbell, Jr., company president. The plant will produce 
every type of welded and weldless chain and assemblies for quick delivery to 
industrial, commercial and automotive users in the Western states. The plant 
will also supply the company’s warehouses in Portland, Seattle and Los 
Angeles. The one-story building covers 130,000 square feet of office and manu- 


facturing facilities. 





USS Exec Retires 


SAN FRANCISCO—Andrew Car- 
rigan, a native San Franciscan who 
has been selling steel products here 
since shortly after World War I, 
winds up a long business career with 
United States Steel this month. He 
will retire as Assistant to the Vice 
President for the Central Sales Dis- 
trict (Northern California Area) for 
Columbia-Geneva Division. 

Carrigan was associated with the 
wholesale hardware firm of Dunham, 
Carrigan and Hayden before his army 
service in World War I. He opened 
his own agency, Andrew Carrigan 
Company, dealing in hardware and 
steel products and in 1930 was named 
San Francisco sales manager for Re- 
public Steel Corporation. He joined 
the former Columbia Steel sales or- 
ganization in 1939, was named Man- 
ager of Sales in 1947, and Assistant 
to Vice President in 1950. 


Westinghouse Manager 


LOS ANGELES—William L. Con- 
stance has been named Los Angeles 
(Vernon) district manager of West- 
inghouse Appliance Sales, it was an- 
nounced by Martin B. Sauer, Pacific 
Coast regional manager. The firm 
distributes Westinghouse major ap- 
pliances, television receivers, stereo 
fidelity phonographs, room air con- 
ditioners and dehumidifiers in south- 
ern California. 

Constance, most recently Pacific 
Coast regional manager for the 
Westinghouse air conditioning divi- 
sion, will make his headquarters at 
4601 S. Boyle St., Vernon. 
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National Paint Offers 
Color Planning 


LOS ANGELES—National Paint & 
Varnish Company here is offering a 
“Free decorator color planning” ser- 
vice through National Paint stores 
exclusively. Muriel Hagan, A.I.D., a 
permanent interior designer, will 
serve as the firm’s home color con- 
sultant. She will select a most ap- 
propriate color scheme for every cus- 
tomer’s home. The customers will pick 
up a National Paint “Color Planning 
Form” at their local National Paint 
store. Each form, carrying a dealer 
imprint, will illustrate typical room 
plans. Customers complete the form 
by describing colors of rugs, drapery 
and basic furniture, all by attaching 
fabria samples. From these forms, 
Muriel Hagan, National Paints, will 
work out custom color schemes, tail- 
ored for each individual customer’s 
home. 


Maytag N.W. Mor. 


PORTLAND — Harold L. Stevens 
has been promoted to regional mana- 
ger for the Maytag Northwest com- 
pany, distributor of Maytag appli- 
ances in the Pacific Northwest. He 
will serve Maytag dealers in 22 
counties in Idaho, Montana and 
Washington. 

Stevens, who has served as adver- 
tising and sales promotion manager 
for Maytag Northwest company since 
May, 1956, joined the Maytag com- 
pany at its Newton, Iowa, head- 
quarters in 1951 where he was em- 
ployed in the appliance firm’s sales 
department. 











Sell these to 
EVERYBODY! 


EVERYBODY 


EVERYBODY 


home 


EVERYBODY 


Ww Duy one 


HAWS 


FOUNTAINETTE 


FAUCET ATTACHMENT 


The famous HAWS name (50 years of progress!) 
is a solid boost for this sanitary, fool-proof 
attachment that screws on home faucets and 
delivers a drinking stream at the flip of a 
lever. Two models—one for indoors, one for 
outdoors. Leaves faucets free for normal 
use. PRECISION MADE QUALITY UNITS, IN 
a PLATED BRASS ...SOLID SELLERS 


INDOORS § 
$5.95 List 


FOUNTAINETTE-100 
—takes place of aerator; acts as smooth-fiow 
tip or drinking fountain. Fits most threaded 
faucets; adapters available for others 


hy 


OUTDOORS 
$7.35 List 


FOUNTAINETTE-200 
—screws on hose bibs, leaves faucet free for 
normal use. More than a ‘‘novelty’’— an es- 
tablished home-improvement specialty! 


Put them out where the public can see them; 
they'll sell themselves. Six in handsome 
display carton. Write for details and the 
name of our nearest representative. 


~~ 1439 FOURTH STREET 
: BERKELEY 10 
CALIFORNIA 


HAWS DRINKING FAUCET COMPANY 
For Details Circle 24 on INQUIRY CARD 
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BELLS 
THAT 
SELL 


Assortment 









A COMPLETE 
BELL DEPARTMENT 


98 Bells with FREE DISPLAY 


Dealer Cost $11 95 
Retails For $19.78 
















SCHOOL BELLS 
PATIO BELLS 
BRASS HAND BELLS 
TEA BELLS CALL BELLS 
COW BELLS 














VIN BROS. 
MFG. COMPANY, East Hampton, Conn. 
Sales Representatives 
JOHN H. GRAHAM & CO. INC. 
105 Duane Street, New York 8, N. Y. 


Bevin Bros. Mfg. Company it 
105 Duane Street, New York 8, New York 

Please send me more information on the | 
No. 1200 ‘Bells that Sell’ Assortment, | 


Name 





Address 





Company 





eon Fal 


For £ Details Circle 25 on , INQUIRY ©. CARD 
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SF Mart 
Names 
Public 
Relations 
Director 


Robert W. 
Zinkhon 





SAN FRANCISCO — Robert W. 
Zinkhon has been named director of 
public relations for the Western 
Merchandise Mart, San Francisco. 

The newly-created post includes su- 
pervision of advertising and publicity 
as well as assistance in other man- 
agement areas, according to Henry 
Adams, general manager. 

Prior to his association with the 
Western Mart, Mr. Zinkhon had been 
in the publishing and public relations 
fields. 


Pace Sales to Hold 
Annual Show 


SUNNYVALE, Calif. — Pace Sales 
Company at 824 N. Mathilda Street 
here will hold their Second Annual 
Open House and Show on Sunday, 
June 7, from 2 p.m. to 9 p.m. 

According to Frank Pace, owner, 
there will be 40 exhibitors showing 
their lines and many new products. 
He also expects about 500 dealers 
from the territory served by this 
wholesale hardware company. The ex- 
hibitors are expected to offer the 
dealers many open house specialties. 

The show will be held in their reg- 
ular warehouse which was built a 
little over a year ago. 


BECOMES REP IN L. A. 





BACK HOME in So. Calif. is William 
(Bill) H. Miners (left), who estab- 
lished a manufacturers’ representa- 
tive firm, W. H. Meiners Co., at Ar- 
cadia, Calif., at the start of this year. 
With him is Bud Thomsen, sales 
manager, industrial division, Wash- 
ington Steel Products, Inc. Meiners 
represents the firm’s builders’ hard- 
ware line in So. Calif. Previously 
Meiners was sales manager for Keuf- 
fel & Esser Co. and prior to that 
sales manager for Carlson Rules. 


Milwaukee Tool V.P. 


John W Thayer sales manager of 
Milwaukee Tool & Equipment Co., 
Milwaukee, Wis., was recently elected 
to the positon of vice president. 
Thayer will continue in his capacity 
as sales manager of the firm, super- 
vising in the sale of a complete line 
of workshop, machinist and wood- 
working vises, along with a line of 
farm equipment, including cattle 
bowls and the new lines of pipe cut- 
ting and threading tools. 


Sherman Western Change 


LOS ANGELES—D. L. Powers, 
who has been with the H. B. Sherman 
Manufacturing Co for the last 20 
years, was recently transferred here 
where he will cover California and 
Nevada. 

Mr. Simmons, sales manager of the 
firm visited the West to attend vari- 
ous hardware shows in the West and 
to help Mr Powers at the Southern 
California Hardware Show. 


AHC & BHC To Meet 


LOS ANGELES—A joint meeting 
of the Builders’ Hardware Club of 
Southern California and Architectural 
Hardware Consultants is scheduled 
for May 18 at the Rodger Young Au- 
ditorium here. 

Honored guests will include John 
Schoener, managing director of the 
National Builders’ Hardware Associa- 
tion; William Haswell, NBHA secre- 
tary; George Merrill, executive secre- 
tary, AHC; Robert Wesche, president, 
AHC, and James Carroll, president, 
NBHA. 


NEW DAISY PRESIDENT 





NEW OFFICERS for Daisy Manufac- 
turing Company, Rogers, Ark., were 


elected recently. Cass S. Hough 
(right) was elected president succeed- 
ing his father, Edward C. Hough, who 
died recently. With him is Robert C. 
Wesley, executive vice president. 
They are standing in front of a mas- 
sive bronze wall plaque presented in 
1948 to C. H. Bennet and the late 
Hough lauding their lifetime business 
association. 
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“DO YOU REMEMBER?” MAKES INTERESTING WINDOW 


A 


OLD MEMORIES were inspired by this “Do You Remember?” window at 
Avenue Hardware, Stockton, California. It stopped old-timers who reminisced 
over antique objects familiar to them long ago. Placard explains that subjects 
are for display only and not for sale. How many items do you remember? 





GAS CANS MAKE ADD-ON SALES 


N the fact that almost every 

motorist runs out of gas in- 
conveniently at least once or 
twice a year lies an excellent 
“extra sales opportunity” for 
the summer vacation season, ac- 
cording to Bob Kerr, of Handy 
Hardware Company, Denver, 
Colorado. 

Handy Hardware, in an East 
Denver shopping center, is lo- 
cated near one of the city’s bet- 
ter-income residential areas. 
The residents take a lot of pic- 
nics, motor trips, etc., during 
the warm weather months. 

Kerr offers these customers 
an attractive value in gasoline 
cans, safety models, “to meet 
those unexpected emergencies.” 
The selection includes one gal- 
lon gas cans at 88¢, and two 
gallon cans priced at $1.33. 

A mass display of the gas 
cans is kept in the rear corner 
of the store, near the camping 
equipment and another display 
near the cash register. Standard 
instructions in selling any cus- 
tomer on merchandise which in- 
dicates the motor trip is to “only 
show a gas can.” Pointing out 
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that the canned lid screws down 
tightly on a gasket to prevent | 
any danger of leakage, and that 
gasoline stations are much fur- 
ther apart than the motor tour- 
ist believes, etc., invariably gets 
a thoughtful reaction. In about 
three cases out of five, it brings 
the “add-on” sale. 

Several gross were sold dur- 
ing the 1958 summer season, 
and as many are expected to be 
sold during the 1959 summer 
holiday season. 


PAMTS - VARNISWES 


“Bristles don’t come much softer than 


that . 


OE ONS ae 


SILVER 


LAKE 


SASH CORDS 


cane! 08 , Siiuns a 
Guaranteed by > 
Good Housekeeping 
<5 sovenresen wee 


The quality clothes lines 
and cords of many uses 


SILVER LAKE co. 


Established 1858 Bosto 10, Ma 
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UNIFORMITY 
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a Pamcath? 
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Yes, indeed, your cus- 
tomers appreciate OPAL’s depend- 
able, roll-after-roll uniformity now 
provided by OPAL’s advanced pro- 


duction methods. They also like 
OPAL BECAUSE: 
Extra-Strength Selvage. All “fill 


wires” are woven into the copy- 
righted flat-wire selvage to assure 
added stability and strength. 


Always lies flat. New automatic ten- 
sion controls and hard rubber rolls 
prevent bulging or bellying. 


Exclusive Marked and Measured 
Edge. This feature, patented for 
your protection, speeds dispensing, 
saves money and material . . . and 
what a tremendous convenience at 
inventory time, 


OPAL offers the 
COMPLETE LINE! 


You can simplify selling by stocking 
the complete OPAL line in Alumi- 
num and Galvanized, Bright or An- 
tique Bronze. Also Opal VINALUME 
—the new wonder wire screening 
that “never grows old.” If your job- 
ber can’t give you full details write 
to us TODAY! 
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JS H & Co. Expands 


Benton J. Case, chairman of the 
board and chief executive officer of 
Janney, Semple, Hill & Company, 
Minneapolis, announced that the com- 
pany has o»tained an option to pur- 
chase the Minneapolis-Moline parts 
depot building in Hopkins, Minn. 
Janney, Semple, Hill & Company are 
distributors to Service & Quality 
Hardware Stores covering a 21-State 
area. Plans now under study involve 
moving into the new building some- 
time next fall, according to Case. 

L. M. Hatfield, president of the 
company, stated, “The acquisition of 
this new property will be another 
step forward in the expansion of our 
S&Q Hardware Stores program. The 
new building will provide us with 
the necessary facilities to give fast, 


economical service to S&Q STORES.” 


| Ryan Retires 


PHOENIX, Ariz.—Edward B. Ryan 


who has been branch manager for the 
Momsen Dunnegan Ryan Co. here has 
| retired. Ryan will remain with the 


firm in an advisory capacity. He had 


| been associated with the company for 


35 years, 

James R. Burnett has become 
branch manager. He joined the firm 
in 1935 and had been sales manager 
at the Phoenix branch since 1948. The 
wholesale hardware distributing firm 
has headquarters in El Paso, Texas. 


Diamond Expands to Honolulu 
HONOLULU—Diamond Expansion 


Bolt Sales Company, Inc. of Garwood, 


New Jersey announced the appoint- 
ment of John Grinnon, sales agent, 
with offices at 712 Emily Street (P.O. 
Box 3258), here. 


Independent 
Lock 

Names 

New V.P. 


Edwin H. 
Bryant 





The Independent Lock Company, 
Fitchburg, Mass., announced the ap- 
pointment of Edwin H. Bryant as 
vice-president in charge of market- 
ing. The position of vice-president 
in charge of marketing is a new one 
and replaces the former position of 
vice-president in charge of sales. 


Ames Celebrates 185th Year 

O. Ames Company of Parkersburg, 
West Virginia, is celebrating their 
185th Anniversary. Captain John 
Ames founded the company 185 years 
ago. It is believed to be the oldest 
metal fabricating corporation in the 
United States. The firm has become 
one of the leading manufacturers of 
garden and hand tools and has in re- 
cent years expanded to the casual 
furniture field. It is also manufactur- 
ing the Ames Maid line of kitchen 
and juvenile furniture. 


Proen Names S.M. 

BERKELEY, Calif.— Proen Prod- 
ucts Company, here, manufacturers 
of garden supply equipment, an- 
nounced the appointment of Joseph 
P. Harding as sales and national ad- 
vertising manager. 

Harding is a former advertising 
agency account executive in San 
Francisco and New York public re- 
lations man, 


NSGA CHOOSES NEW DIRECTOR, RE-ELECTS THREE 





ee 
f | 


THE NATIONAL SPORTING GOODS ASSOCIATION, at its recent five-day 
convention in Chicago, elected to its board of directors the four members 
shown above, three for a second term. They are, from left, Robert S. Brena- 
man, president of Harris-Brenaman, Inc., Richmond, Va., re-elected; Dwight 
C. Hauff, president of Hauff Sporting Goods Co., Sioux City, Ia., re-elected; 
Sib E. Kleffner, president of Sib Kleffner Athletic Supplies, Inc., Boise, Idaho, 
newly elected; and Frank Y. Rosa, manager, W. A. May & Green Co., Mont- 


gomery, Ala., re-elected. 
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New Mart Exhibitors NEWS 
SAN FRANCISCO—Lippincott Co MORRILL HOLDS WESTERN STATES SPRING SALES MEETING 


moved into the Western Merchandise 
Mart here May 1. Lines to be shown 
in nearly 1000 feet of space include 
Boston Woven Hose & Rubber Co., 
Greenlee Tools, Buffalo Bolt, Jackson 
Mfg. Co., Union Fork & Hoe, and 
Hubbard & Co. 

SAN FRANCISCO—Harry V. Don- 
aldson & Associates moved into the 
Western Merchandise Mart here May 
1. Giftware lines will include Ath- 
Tex Ceramics, Associated Plastics 
Kadar Company, Nalle Plastics, Sani- 
Wax Co., Clair Specialty Mfg. Co.. 
Thatcher Glass Mfg. Co., Trumpet- 
Ware, Inc., Victory Mfg. Co., Plas- 
tomatic Corp., Flax Corp., North 
American Plastics, Hewitt Bros. Mfg. 
Co., Burgess Cellulose Co., Mutual 
Plastic Mold Corp., and Burgess 
Vibrocrafters, Inc. 

SAN FRANCISCO—James H. Diss- 
man Co., a new exhibitor at the West- 
ern Merchandise Mart here, is being 
represented in Northern California by 
Ralph W. Winterton. Companies rep- 
resented include Stieff Silverware - . ¥ ¢ : 2 . 
Vermillion Co., Robert Emig Prod- CONFINING FACTORY LINES on fishing and hunting and marine equip- 
ucts, Continental -Say- When Corp. ment to the legitimate jobber trade, a policy of the Don Morrill Company, 
and Emkay Candles. was reaffirmed at a recent spring sales meeting. The manufacturers’ rep 

j firm of Fresno, Calif., covers the 13 Western states. Attending were, from 
DeWalt Ass't Sales VP left, Don Morrill, Mike Shannon, Bill Abbott and Bob Ramsey. Shannon was 

Thomas M. Geraghty has been ap- appointed sales manager. Ramsey was assigned to cover Oregon, Washing- 
pointed assistant to the vice president ton, Idaho and Montana, while Abbott will cover Colorado, Utah, Wyoming 
of sales for DeWalt division of AMF and New Mexico. Newly appointed was Bart Wilson who will travel Southern 
Co., Lancaster, Pa. California. Shannon will handle Northern California, Nevada and Arizona. 
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SAW HORSE... 
PICNIC TABLE... 
0 x B 3 N C H pik i World-famous manufacturer 


of fine quality fireplace 
Only Larson : furnishings presents its 
improved FLAT TOP : outstanding new line of 


Saw Horse Brackets : || BARBECUES 
make everything | 





Write for colorful Pogutarly-Priced WAGON with OVEN 


L roc hure on W ilshire S ne, WO888-B. Stelnlocs 

exciting barbecue line! _ steet oven door and reflector. 
Grill 22%,” x 16”. Motor 
with outiet and spit. 








STOCK ONLY 
1 SIZE 
FOR EVERY NEED | 8 Polished Brass 


1” or’ 2’’ Lumber Legs ath te 
~ #24 FLAT TOP At be ‘Wee BLACK MESH 
| The Original_| saw HORSE BRACKET BY ape)’ 1 $500 

Takes less counter space .. . —— List 
Still lowest in price . . 


gee See Your Jobber or 
Write for Literature Write for 16-page Fireplace Furnishings Catalog! 


vue & LARS CO. MFG. COMPANY 
Sterling, Ill., U.S.A. Los Anguee 39, Califia 
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NEWS 


First Toy Show 
in Chicago May 17-21 


The National Toy Show, the first 
exclusive independent toy trade ex- 
hibit to be held in Chicago, will be 
held at the Morrison Hotel, May 17- 
21, It is expected to draw more than 
10,000 buyers and will be housed on 
six floors in the Loop Hotel. 

An all industry committee will act 
as an advisory group for the Show as 
announced by Jules Karel, president 
and general manager. Members of 
the committee which includes manu- 
facturers, jobbers, sales representa- 
tives, and retailers, include Morris 
Shamberg, vice president and sales 
manager, Comet Model Hobbycraft, 
Inc., Chicago, chairman of the group; 
Irwin Feitler, President, Gardner & 
Company, Chicago; Joseph Berkowitz, 
president, Jee-Bee Toy Creations, 
Kansas City, Mo.; Mrs. Anne Karp, 
owner, Nadler’s Kiddyland, Chicago; 
Arnold Kogan, owner, Schramm’s Toy 
Shop, Chicago; Hugh D. Kenney, 
president, Hugh D. Kenney & Co., 
Chicago; Edwin R. Friedlander, pres- 
ident, Edwin R. Friedlander & Co., 
Chicago; Walter J. Selan, partner, 
Novelty Sales Agency, Chicago; and 
Roy E. Gale, secretary, Gale-Devon 
Co., Chicago. 


Hardware Association Offers Turnover Handbook 


The National Retail Hardware As- 
sociation recently announced that 
they have completed their Turnover 
Handbook program. 

The Turnover Handbook provides 
the retailer with detailed description 
of basic items that should be carried 
in stock and specific stock level price 
range and markup recommendations 
for these items. 

It consists of eight separate man- 
uals—a Fundamentals Guide, and 
seven departmental stock selection 
guides. It lists 4,340 items (not in- 
cluding all sizes or assortments) and 
requires an investment in inventory 
of $20,280. It is designed to give the 
retailer a three time turn of stock. 

Realistic pricing replaces the tra- 


ditional 50 per cent markup. Re- 
search conducted jointly by Indiana 
University’s Marketing Department 
and NRHA has revealed that there 
are less than 100 items which the 
hardware retailer must price competi- 
tively. Conversely, over half of the 
items presently stocked by the hard- 
ware store can carry a greater than 
traditional markup. 

The Turnover Handbook will be dis- 
tributed to retailers through their 
wholesalers, and, in some cases, di- 
rectly to members from NRHA. 
Wholesalers will be permitted to dis- 
tribute the handbook to retailers 
whether or not the retailer holds 
membership in any local, state, re- 
gional or national association. 





Mitchell No. Calif. Rep. 


SAN FRANCISCO—Jack Alimisis, 
350 Funston Street, here, has been 
appointed sales representative for 
the housewares division of Dennis 
Mitchell Industries, manufacturer of 
laundry and shopping carts, tray 
tables, baby seats for home, outdoor 
and travel use, Jerome Jassenoff, 
sales manager, announced. Alimisis, 
who has been representing house- 
wares manufacturers in the West for 
many years, will cover Northern 
California. 


Ward Francis Makes Changes 


SAN FRANCISCO—John Beatty 
has been transferred from the Seattle 
office of the Ward Francis Company 
to their office in the Western Mer- 
chandise Mart here. He had been 
with the firm for four years at the 
time of the transfer. 

Harry Slamon has been appointed 
to handle sales out of the Seattle 
office. He had been with the Dor- 
meyer Corporation covering the 
Northwest territory. 





- Write PES Free — 
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SCREW ANCHORS and JACK NUTS 
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er offers 


FREE 


NOW in a new plastic squeeze bottle 
TEHR-GREEZE white fabric cement 


Same high quality patching cement in a handy 
plastic squeeze bottle that eliminates messy paddles, 


~, WIRE RACK 


ef DISPLAY fo. IN 


brushes, and waste. Easy to apply . . . Tehr- Greeze 
patches and repairs any material it can penetrate. 
Thousands of uses. Sold by leading jobbers and 
dealers everywhere. Comes in 2 02., 6 oz. and Ié 


oz. plastic bottles. Also packed 
from 2 oz. to | gallon in glass. 
Write for prices and literature. 
Come in attractive 3-color 

counter display carton. 

(12 to a package ) 

VAL-A COMPANY 
700 W. ROOT ST. CHICAGO 9, ILL. YA-7-9442 
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OUTSELLS oe IN Sas > 
BOXES AS MUCH AS 5 T0 1 


SLAYMAKER LOCK COMPANY, LANCASTER, PA. 
World's Largest Producer of Brass Padlocks 
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MARSHALLTOWN TROWEL COMPANY e¢ MARSHALLTOWN, IOWA 
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‘Two-Gun’ Western Sale 
Pays Off In Top Business 


72-HOUR Western sale with all the trimmings 
paid off in top business for the Brennan Hard- 
ware and Appliance store in Chubbock, Ida. 

During the promotion, “Two-Gun” Tim Bren- 
nan, owner of the store, and other employes 
sported six-shooters and cowboy clothes, and the 
customers got into the mood of the sale. 

To attract crowds the firm offered many lead- 
ers—such as packages of clothespins for a penny 
each. 

And free coffee and doughnuts were served to 
all comers for the 72-hour period. 

Although business was good in all departments 
during the unusual sale, the big boost was made 
in the appliance department thanks to some spe- 
cial deals offered by the store. 

During the sale, a free set of cookware was 
given with the purchase of a Norge range... 
buyers of a Norge freezer were given half a beef 
free .. . dinnerware sets went to buyers of re- 
frigerators, and a pair of insulated waders for 
fishermen were given with each purchase of an 
automatic washer during the sale. 

A spokesman for the store said the promotion 
“gave us one of our best days in business... .” 





a hi-compression 


staple gun 


NOW! 
for only 4.95 y 


With Exclusive Push-button Loading 
and Built-In Staple Extractor. p> 


Here’s the fastest selling staple gun on the 

market today. Designed especially for home 

use. Staple sizes 44", (4'". Nationally advertised. 
Immediate shipments—no wait, no delays. Order today. 


Swinglne: INC., Long istand City 1, New York 
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stock the full line of 
Eppinger’s Genuine 


ardevies 


Y increase your profits 4 to 1. 
over 50 years of fisherman 
acceptance and confidence. 
Write for FREE catalog 
LOU J. EPPINGER MFG. CO. 
1757 Puritan Ave., Dept. H-5, Detroit 3, Michigan 
REPRESENTATIVES throughout the U.S. / In Canada: A. C. Beacham Ltd., Toronto 
For Details Circle 35 on INQUIRY CARD 
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a FLOWER FENCE 


Here’s a brand new idea in garden protec- 
tion — a sure-fire opportunity for more “bloomin’ profit” this 
spring and summer. Modern WRIGHT Flower Fence, with 

wide “see through” openings, easily 
adjusts to up-and-down-hill garden 
levels and irregular garden shapes. 
Can be used also for shrub supports, 

‘ arbors and trellises — easy to install 
and remove. Comes in 50 ft. rolls with 
eye-appealing “self-seller’ labels — 
15” high plus 4” built-in stakes. 
Welded construction. 


WHOLESALERS: Order in mixed 
truckloads with other Wright products 


G. F. WRIGHT STEEL & WIRE CO. 
WORCESTER 3, MASSACHUSETTS 
For Details Circle 47 on INQUIRY CARD 


“HANDY” as a 
six-armed gardener 





RUBBER 
POPPET 


: ea 


STRAINER 


FOOT | 
VALVES : 


EIGHT SIZES... 
many leading pump 
manufacturers use Strataflo 
as original equipment. 


NO SPRINGS 





Won’t Stick...Don’t Leak 


Strataflo Foot and Check Valves end leakage troubles, 
save wear and tear on pumps and save their cost in serv- 
ice calls. Strainer won’t clog or corrode. They are ideal 
for jet-type pumps. Write for Bulletin 1003. 


STRATAFLO PRODUCTS, INC. 


FORT WAYNE, INDIANA 
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@ MARINE SAFETY PRODUCTS 


@ BOATING ACCESSORIES 


\ A" MARINE CASUAL WEAR 





unequalled for Styling—_ 
unmatched for Satisfaction. 





#650 COAST GUARD 
APPROVED RING BUOYS 


"SPORTSTER" 
(Coest Guerd Approved) 
Striped, Plaid or Ploin 
% 330 COAST GUARD APPROVED 
CUSHION— VINYL LEATHERETTE WATER SKIS 
24° « 15" x2" For inboard, ovtboerd 
and slalom type 


#326 COAST GUARD APPROVED 
DESIGNED LEATHERETTE CUSHIONS 


“STAY-A-FLOAT™ 
(Coast Guard Approved) 
Striped, Pieid or Plain 


SLEEPING BAGS 
17 styles—filled with Dacron’, 
Dewn, Celecloud and Wool 


MODEL AP UNICELLULAR FOAM 
(Coast Guerd Approved) 


individually Packed—All Tepatce 

beat cushions are packed in attrac- 

tive individual plastic bags. Alweys “SPORTSTER” 
clean and easy to stock, display and (Cost Guard Approved) 
sell. Striped, Plaid or Plain 


"Registered Trademark of E. |. DuPont de N 
Write 
for free literature 


“You can’t buy better... 
to save your life”’ 


THE AMERICAN PAD & TEXTILE CO. 
GREENFIELD, OHIO 
New Orleans, La. 
In Canada: Tapatco, Ltd., Magog, Quebec 
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Why try to 
"piece together” 
a line?... 








Here’s a complete 
line... and everything 





fits together! 











The basic weakness of selling multiple brands is that — 
like a jig-saw puzzle — you have to fit all the pieces to- 
gether. So why do it? It’s much simpler to stock and sell 
a line that’s already complete... like Draper-Maynard. 
What’s more, you’ll make more profit, because the 
high quality of this nationally famous brand insures re- 
peat business. MacGregor golf and tennis equipment is 
included. There’s a complete line of approved Youth 
League equipment, too. So, for faster turnover—higher 
profits— it’s no puzzle. Sell Draper-Maynard—a com- 
plete line of quality sports equipment. Get full informa- 
tion, catalogs and name of your nearest Draper-Maynard 
wholesaler, today. Write— 


DRAPER-MAYNARD 
Sports Equipment 


4861 Spring Grove Ave. °* Cincinnati 32, Ohio 
For Details Circle 38 on INQUIRY CARD 
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CORNER 


Gene Tarnowsky, Editor 


Recognize Leisure as Big Business and... 


SELL THE FAMILY ON OUTDOOR RECREATION 


ODAY as never before, Amer- 

icans enjoy more leisure time 
than ever before, and as a re- 
sult are potentially prime cus- 
tomers of merchandise designed 
to help them consume this lei- 
sure time. 

Several national research or- 
ganizations have pointed out 
that the average American wage 
earner spends 253 days a year 
at the factory or office leaving a 
total of 112 lays of leisure. His 
family enjoys even more leisure 
time, especially the children. 

The competition for their 
business is keen but the market 
there will be divided by the 
more aggressive merchandisers 
who recognize what the recrea- 
tional needs of their customers 
are and how to satisfy these 
needs. 

If the sporting goods depart- 
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ment in your hardware store is 
similar in most respects to that 
found in other like stores, your 
inventory includes merchandise 
designed for use not only by the 
man of the house but by his en- 
tire family. About the surest 
way to stimulate turnover of 
this merchandise is to create 


— 


three or four cusomters where 
before there has been only one. 
And the way to achieve this is 
to sell the family on outdoor 
recreation. 

Selling the family on outdoor 
recreation cannot be accom- 
plished overnight. It requires 
planning backed by an organ- 


ized campaign which we wish to 
suggest here. 

What do you think the chief 
obstacles are to anyone, includ- 
ing yourself, of participating in 
any sport for the first time? Do 
you play tennis? Have you ever 
been on water skis? Like to 
fish? Play badminton? How 
about golf? Or archery? Typical 
answers of the non-participant 
go something like this: tennis— 
it’s a sissy game; water skiing 
—can’t see any fun in it, and 
besides it’s dangerous; fishing— 
just a waste of time; badminton 
—looks silly; golf—too much 
walking; archery—it’s for kids 
playing cowboys and Indians. 

All these typical rationaliza- 
tions which your customers put 
forth when one of these sports 
is suggested to them all share in 
common the fact that they know 
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little or nothing about the 
sport. The person who says fish- 
ing is a waste of time probably 
has never fished. The person 
who says golf requires too much 
walking more likely than not 
has never held a golf club in 
his hands. The point is that 
ignorance of a subject or activ- 
ity on our part makes us fearful 
of exposure to the activity. In 


other words, what we don’t 
know we fear and dislike, or at 
least so we profess. As long as 
you have customers who fear or 
dislike golf, you will never sell 
them a set of clubs; as long as 
your customers can’t see any 
fun in water skiing and think 
it is dangerous, how do you ex- 
pect to sell water skis, tow 
ropes, life jackets, etc.? 

As merchants we pursue a 
passive sales policy, one in 
which we are content to fill ex- 
isting orders but never look for- 
ward to creating new needs. 
Perhaps you may think only 
large corporations with millions 
of advertising dollars are able 
to create customer desires. The 
only difference is that your area 
of operation is smaller but the 
ability to influence within your 
area is greater because you have 
access to direct and more per- 
sonal contact. 

That’s all well and good, you 
may say, but how does a retail- 
er go about creating desires and 
sell the family on outdoor recre- 
ation? 

Our plan is simple to put into 
effect at virtually little cost. 
SET UP A SPORTING GOODS 
LITERATURE CENTER IN 
YOUR SPORTS DEPART- 
MENT. Stock it with as many 
free literature items covering 
every sport in which you carry 
merchandise. Solicit the coopera- 
tion of manufacturers, whole- 
salers and their representatives 
in furnishing you with how to 
do it booklets, bulletins, cata- 
logs, broadsides, article reprints, 
rules, tips, etc. 

Plan a direct mail campaign 
through which you send out 
literature such as mentioned 


above covering one sport at a 
time. Each mailing could include 
several pieces of literature deal- 
ing with the rules of the sport 
or activity, tips on how to be- 
come proficient at it, proper care 
of equipment, and any thing else 
available from manufacturers 
or other sources which will serve 
to familiarize the reader with 
the activity. 

Devote part of your daily or 
weekly newspaper advertising 
space to telling readers you 
maintain a complete sports li- 
brary covering all sports and 
that literature on any sport is 
available to them free of charge 
if they drop into your store to 
pick it up. The same message 
can be directed at listeners if 
you use radio or television ad- 
vertising. 

There is another approach 
which can be planned to support 
your program. There are no 
doubt many individuals within 
your community who are en- 
thusiastic participants in all 
sports. What better testimonial 





wow Sow 

can you enjoy than having their 
names appear in your advertis- 
ing telling how much they enjoy 
their leisure activity. For ex- 
ample, it may surprise some of 
your customers to know that 
Mrs. Jones, who works at the 
corner store, is an ardent water 
skier. It may also encourage 
sales of water skis to others who 
may be led to believe that “if 
Mrs. Jones can do it, so can I.” 

Every member of a family is 
a potential customer of sports 
merchandise. Mother and daugh- 
ter can become just as active as 
father and son in golf, tennis, 
badminton, archery, water ski- 
ing, fishing, boating and just 
about anything else you care to 
name. In other words, if you 
have been pointing your sales at 
only one side of the family, you 
are missing out on maximum 
turnover of merchandise. And 
turnover in the sporting goods 
department means selling the 
family on outdoor recreation. 


SPORT SHORTS 


LIGHTWEIGHT AND COMPACT 


MODIFIED SAFARI COTS feature 
an upward bent head to form a very 
comfortable pillow. Workman above 
inserts completed steel wire frames 
in double-stitched canvas fabric. The 
cots, manufactured by Tyee Camp 
Equipment, Everett, Wash., were dis- 
played by the United States at the 
Brussels World’s Fair. 


Gudebrod 
Expands 
Warehouse 
in L. A. 


om 
Martin 


LOS ANGELES — Gudebrod Bros. 
Silk Co., Inc., Philadelphia fishing line 
manufacturer, recently enlarged its 
warehouse stock here. In making the 
announcement, Gudebrod’s Western 
representative, J. V. Martin, said the 
enlargement is chiefly due to the con- 
stantly increasing sales of Gudebrod 
lines in the Western states. He added 
that the company plans to provide 
even better service to its Western ac- 
counts through the expansion of its 
Los Angeles shipping facilities. Gude- 
brod’s sales office and warehouse are 
located at 2833 S. Olive St. 
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“C’mon, I’ll show ya the whopper I 
caught this morning.” 


HARDWARE WORLD 





SPORTS PROMOTION 
of the MONTH 


The Family Is 
PlayingOutdoors 


OBJECTIVE—Getting the entire family inter- 
ested in spending their leisure time outdoors in 
an active game or sport requiring the use of sport- 
ing equipment which you sell is the purpose of this 
promotion. Include in your window display golf 
equipment, swim accessories, archery, boating 
equipment, tennis, baseball, camping supplies and 
equipment and almost everything else except those 
items used in winter sports. 


WINDOW—While it will be beneficial to include 
as many items as possible in your display area, it 
will be more effective if you make certain your 
window does not appear over-cluttered with mer- 
chandise. Utilize merchandise which will occupy 
vertical space rather than place everything on a 
horizontal plane. The props for the window above 
are simple to prepare and in keeping with the 
theme. A tennis net set up across the rear display 
area serves to keep attention on the merchandise 
in front. Secure a beach unbrella in front of the 
net. A white paper sign with red letters reads 
“The Family Is Playing Outdoors,” and is attached 
as shown above. In the left foreground cut a circle 
out of green paper simulating a putting green on a 
golf course. And in the right foreground a blue 
paper cut in a kidney shape with white wavy lines 
painted on it to simulate the ripple on the surface 
of a lake serves as a prop for fishing tackle and 
water skis. 

Arranging your merchandise now is a simple 
matter which your own personal taste will dictate. 
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As a suggestion, you can attach tennis rackets to 
the net, spot a golf cart and bag to one side of the 
green and several clubs on the green. In the rear 
right hand side of the window an archery target 
along with a large bow and several arrows might 
help balance the arrangement. If you are featuring 
any particular item or line of items inside your 
store, make sure the items are prominently dis- 
played in your window. Also make certain that 
your window contains merchandise for everyone 
in the family from junior to grandpa. 


ADVERTISING—In your newspaper, radio, TV 
and direct mail copy, stress “The Family Is Play- 
ing Outdoors” theme. Approach your customers 
with the idea that every member of the family 
should take an active part in outdoor recreation. 
Then follow up by pointing out how your store is 
a one-stop center for the family’s entire recrea- 
tional needs which can be enjoyed at low cost. A 
suggested newspaper ad layout might include 
four major divisions showing merchandise for 
mother, father, brother and sister. Also don’t 
overlook group activity merchandise like games 
which can be played by the entire family. If you 
are using radio spots it would help your sales 
message to lead off with a weather forecast and 
report for your area, then follow with the state- 
ment that now is the time to take advantage of 
the good weather by planning outdoor recreation 
with items carried in your store 


59 





Use Inquiry Postcard for Further Information About SPORTS NEW PRODUCTS 








RIPON YACHTING FINISHES con- 
sists of hull, deck and topside enamels, 
stains and varnishes, anti-fouling 
bottom paints, hard racing finishes 
and machinery enamels and primers. 
—The Glidden Company 

For Details Circle 261 on INQUIRY CARD 


FLIPLINE CLOSED-FACE reel fea- 
tures large drag control that sets to 
any tension, 8-point instant line pick- 
up, automatic anti-reverse, audible 
click when drag goes to work. Wide 
casting control bar permits thumb to 
take its natural position for casting 
with either hand.—True Temper Cor- 
poration 
For Details Circle 262 on INQUIRY CARD 


TRU-SHOT PRACTICE GOLF BALL 
is designed of processed cork to ac- 
curately duplicate golf ball flight on 
a reduced scale, a maximum of 40 
yards. Slices, hooks and travels true. 
Limited range saves miles of walking. 
Allows use of more practice areas 
such as parks, lots.—Fairway Prod- 
ucts Company 
For Details Circle 263 on INQUIRY CARD 


PFLUEGER MARS enclosed spin- 
ning reel features instant line con- 
trol the very instant the lure lands. 
Angler can set the hook and play the 
fish without any delay. Drag is en- 
gaged when pushbutton plunger is 
pressed as the lure hits water. Hous- 
ing made of cast aluminum. — The 
Enterprise Mfg. Co. 
For Details Circle 264 on INQUIRY CARD 


“SUN-GRAIN” BLOND WOOD STOCKS and gold finishes are featured in 

line of shotguns for trap, skeet znd field shooting. Both models above have 

highly attractive appearance of custom-made guns. In addition, the manu- 

facturers have incorporated a number of gold-finish features which add 

materially to the attractiveness of the guns.—Remington Arms Company, Inc. 
For Details Circle 265 on INQUIRY CARD 
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ELECTRIKIT is a complete boat wir- 
ing kit which can be installed in any 
boat. Kit includes wiring for bow and 
stern lights complete with dash 
lights. For 6 or 12V systems.—N. A. 
Taylor Co., Inc. 

For Details Circle 266 on INQUIRY CARD 


SHOP CART AND MOTOR CAR- 
RIER for outboards features two 3” 
casters making it an ideal shop dolly 
or utility cart, as well as a carrier for 
the largest h.p. outboard motor. — 
Brinktun, Inc. 

For Details Circle 267 on INQUIRY CARD 


INSECT PROOF tent features 2 
screen door closure. Tent has nylon 
screened doors which are equipped 
with zippers down the middle and also- 
zippers at bottom of tent.—H. Wenzel 
Tent & Duck Company 

For Details Circle 268 on INQUIRY CARD 
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SPORTS LITERATURE— 


SPORT SHORTS 





BACK PACKING EQUIPMENT 
CATALOG issued by the Himalayan 
Pak Co. is an attractive eight-page, 
three color, 8” x 10” folder contain- 
ing more than 40 photographs. Each 
product is fully illustrated and all 
important data on _ construction, 
proper use, special features and sizes 
are listed. Also included is the com- 
pany’s line of aluminum marine and 
outdoor folding sports chairs, its un- 
derwater Aqua Pak for skin divers, 
plus information on industrial pack 
frames for specialized needs. 

For Details Circle 270 on INQUIRY CARD 


EMERGENCY LIGHT LINE CAT- 
ALOG issued by the K-S Marine Prod- 
ucts, Inc., describes and illustrates a 
line of battery powered, portable and 
fixed emergency lighting including 
sealed beam spotlights, searchlights, 
dual beam searchlights and flood- 
lights, flashing warning signal lights, 
wide area lantern type lights, roof 
and pedestal mounted searchlights, 
car and truck beacons, flashers, re- 
flectors and highway warning flares. 

For Details Circle 271 on INQUIRY CARD 


OUTBOARD BOAT TRADE-IN 
GUIDE, the “blue book” of the ma- 
rine industry, offered by Outdoors, 
Inc., sells for $3. The 250 pages in- 
cludes information on more than 150 
major lines of boats made in the U. S. 
Pocket size volume gives latest boat 
specifications and values. It also in- 
cludes tips on how to handle trade-ins 
for profit, insurance and financing. 

For Details Circle 272 on INQUIRY CARD 


TAYLOR MADE BOAT ACCES- 
SORY CATALOG issued by the N. A. 
Taylor Co., Inc., describes and illus- 
trates in color the company’s line of 
windshields, tops, covers, ladders, 
flags, mooring buoys, etc. 

For Details Circle 273 on INQUIRY CARD 


OFFICIAL 
SOFTBALL RULES 


an 


SLUGGER YEARBOOK, 60 pages of 
interesting baseball information, fea- 
tures an article by Stan Musial on 
“Rules for Hitting.” Issued by Hill- 
erich and Bradsby Company, book 
also features pictures, records and 
highlights of 1958 World Series, etc. 
Also released is the 1959 edition of 
“Official Softball Rules,” pictures of 
winning teams and records of the 
1958 season. 
For Details Circle 274 on INQUIRY CARD 
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COMPANY FOUNDERS ELECTED TO NSGA HALL OF FAME 


5 


i 
ie 5 3 
é 


FIRMS ACCEPT POSTHUMOUS HONORS during the recent National Sport- 
ing Goods Association convention in Chicago. Representatives of four com- 
panies accepting plaques on behalf of founders elected posthumously to the 
NSGA Hall of Fame are, from left, A. W. Carlson, general manager of H. 
Harwood & Sons, Natick, Mass., who accepted on behalf of Harrison Harwood; 
C. W. Davis, vice president of Shakespeare Co., Kalamazoo, Mich., who ac- 
cepted on behalf of William Shakespeare Jr.; Carl J. Benkert, vice president of 
Hillerich & Bradsby, Louisville, Ky., who accepted on behalf of John Andrew 
Hillerich; and Sheldon Coleman, president of Coleman Co., Wichita, Kans., 
who accepted on behalf of William Coffin Coleman. 


| Another new and exclusive 














Also available: 


No. 110 Victor Coni- 
bear for muskrat, 
mink, skunk, weasel, 
barn rat, wharf rat, 
squirrel, civet cat, 
and similar size 
animals. 





A new model, the No. 330 Victor Conibear trap for 
beaver, otter, and other animals of similar size is 
now available. This humane, body-gripping trap is 
ideally adapted for water sets. It has large, 10” x 10” 
jaws and double spring for fast, powerful killing 
action. Equipped with safe-setting device and 19” 
chain with ring. 

The Victor Conibear trap has proved to be every- 
thing it was said to be. Trappers demand it because 
it eliminates wring-off of valuable fur-bearers. Only 
you, as a Victor Dealer, can offer it! So don’t wait 
... order the new No. 330 Victor Conibear trap from 
your wholesaler. 








ANIMAL TRAP COMPANY OF AMERICA 


Lititz, Pa. « Pascagoula, Miss. * Niagara Falls, Ontario 


For Details Circle 39 on INQUIRY CARD 





Switch to 


Turnbuchles 


for greater 
self-service sales 
.faster turnover 
and a better 
return on your money! 


Ty 


EVE BOLTS 
“Alumaloy’’ wrought nuts, 
bodies, steel bright zinc oten as: 
hooks and plated. As- Sturdy “Alu 
eyes. sembled. maloy"' bodies. 


B32) 





se 


SCREW HOOKS 
round end 
ceiling type. 
Steel or brass. 


GATE HOOKS EVE BOLTS 
Have lag'thread 


Atulirangeof and turned eye. 
sizes, 





bed 


S$ & 8 HOOKS 0-80 
steel or brass, printer oe 
large, medium available in a plated, with 
orsmalieyes. wide range of plates and hex 
Steel or brass, sizes, 


PS vs we of 





a DE SERE, 
cece 


CUP HOOKS.. SCREW HOOKS 
SHOULDER HOOKS square bend. 


brasswithfirm Available in 
base, steel or brass, 


PORCH SWING... 
CLOTHES LINE... 
HAMMOCK HOOKS 


Sears 


National advertising ... modern pack- 
aging ...and sales-clinching merchan- 
dising displays speed your sales of 
turnbuckles, bright-wire goods and self- 
locking perforated board fixtures. One 
source provides a complete line... 
combination shipments from centrally 
located warehouses... faster service 

. lower overall costs. Call your jobber 
or write today for new catalog. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH, 


For Details Circle 40 on INQUIRY CARD 
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INDEX TO ADVERTISERS 





(This index is 


published as a convenience and not as a part of the advertising contract. 


Every 


care is taken to index correctly and no allowance will be made for errors or failure to insert) 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 48 
when desiring further 
about advertisement. 


information 


A 


American Pad & Textile Co. ............ 56 
0. Ames Company Back Cover 
Animal Trap Co. 
Atkins Saw Div., Borg-Warner Corp. 

Second Cover 


B 


Bevins Bros. Mfg. Co. (John H. Graham 
& Co., 


Campbell Chain Co. (17) 
Champion DeArment Tool Co. 


Draper Maynard Co. 


Lou J. Eppinger Mfg. Co. 


uller Tool Co. 


The Grabler Manufacturing Co. (11) 


H 


Hardware Products Co. 
Haws Drinking Faucet Co. 
Hayes Spray Gun Co. 

Holt Manufacturing Co. 


Chas. O. Larson Co. 


Marshalltown Trowel Co. 

Robert E. Miller & Co., Inc. 

SUENOEN WERE SIDS. 5 so bb 500 ccd ctcceetuncs 22, 23 
Mirro Aluminum Co. ............ Third Cover 
Molly Corporation 


N 
New York Wire Cloth Co. 


P 


Peters Cartridge Div., Remington Arms Co. 
Portable Electric Tools, Inc. 
Presto Lock Company 


Red Devil Tools 

Reflector Hardware Corp. 

Reichert Float & Mfg. Co. 

Remington Arms Co. ............0ee00s 14, 15 
Revere Copper & Brass, Inc., Div. of Rome 


Schlueter Manufacturing Co. 


Sequatchie Handle Works Inc., Subsidiary 
of O. P. Link Handle Co. 


H. B. Sherman Manufacturing Co. 
Silver Lake Co. 

Slaymaker Lock Co. 

Strataflo Products, Inc. 


Swingline, Inc. 


S. G. Taylor Chain Co. 
Tubbs Cordage Co. 
The Turfgrass Farm 


Turnbuckles, Inc. 


U. S. Steel Products Div., U. 


S. Steel Corp. 


Val-A Company 


Warp Bros. 
Wilshire Manufacturing Co. 
G. F. Wright Steel & Wire Co. 


Yancey Company 
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AS YOU *: 


Everyone uses them in their home and the 
replacement business is bigger than you think! 


The first thing you must do is have a 
good line, stock it amply and display it. It’s 
carrying a complete line that counts. 


Reichert Long Service Plastic and Solderless 
Copper Floats, and Spin-Seat* and Rite-Seat* 
Tank Balls usually ‘‘sell on sight.’’ 


Every float is individually inspected, tested 
and guaranteed leak-proof, and every tank 
ball guarantees positive closing. There are 
styles, shapes and sizes for every requirement. 
Stock them all. yest. 
1CES Oo enn — 


*TRADEMARK 
REGISTERED 


THE REICHERT FLOAT & MFG. CO. 


2248 Smead Ave. Toledo 6, Ohio 
For Details Circle 41 on INQUIRY CARD 
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Multiply 
your rental 
prospects 











Here’s a new rental machine that does the work of 2 for the price of 1. 
Converts from floor maintenance work to rug scrubber in only 3 minutes 
++. greatly increases rental possibilities. The JW12 rents for 


@ Floor polishing, waxing, buffing, scrubbing, steel wooling 
@ Rug and Carpet shampooing 


All these uses give you prospects for sales of wax, floor stain, steel wool, 
shampoo, and many other items. 


Conversion from polisher to scrub- 
ber is quick, easy job—you or customer 
can do in 3 minutes. Yet, the new multi- 
purpose Holt JW12, with tank, shampoo 
brush and all other attachments, actu- 
ally costs less than competitive, one- 
purpose scrubbers. Makes big hit with 
customers (especially women) because 
it handles easily, stows between car 
seats, gives floors, rugs and carpets 
air of professional care. For full story 
on this easy-to-rent Holt JW12, mail 
coupon now. 

SALES AND SERVICE CENTERS IN MAJOR CITIES. 


) () li MANUFACTURING 


669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Attachment for adjusting 
brush to deep pile 
of rugs and carpets. 


30 


HOLT MFG. CO. Dept. K-5 
669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Please send me details on Holt JW12 for rental use. 


NAME POSITION. 








FIRM 





ADDRESS. 








For Details Circle 42 on INQUIRY CARD 
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SALESMAN WANTED 
Hardware salesman wanted to sell 
our line of high quality handmade 
knives as side-line to the retail Hard- 
ware trade in Oregon, Washington, 
Idaho and Southern California. Harris 
Cutlery Company, Cedar Rapids, 
Iowa. 

GOOD LINE WANTED 
In hardware or garden field by expe- 
rienced salesman who wants to com- 
plete lines in his relatively new rep- 
resentative firm covering wholesalers 
in Northern California. Address Box 
A-942, care HARDWARE WORLD, 
1355 Market St., San Francisco 3, 
Calif. 

FOR SALE 
HARDWARE, retail, 2 years old and 
growing fast. $16,000.00 Lock, stock 
and barrel, which means inventory 
and fixtures are all we want. Store 
30 x 95, fenced yard 30 x 50, plenty 
private parking, black topped, $225 
month rent no percentage. Wife sick. 
Southland Hardware, 7378 Orange- 
thorpe, Buena Park, Calif. 


HARDWARE STORE—TO LEASE 

In New Shopping Center, Carmel, 
California. Approximately 6800 Sq. 
Ft. Desire tenant who will handle 
complete hardware and homeware 
lines. Excellent potential. Address 
Box A-948, care HARDWARE 
WORLD, 13855 Market Street, San 
Francisco 3, Calif. 


HOUSEWARES LINE WANTED 
By Manufacturers Representative who 
has worked with housewares buyers 
at wholesale and department store 
levels in entire west for 25 years. 
Address Box A-926, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 














Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with a minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








PITIES 


INTERIOR DECORATION HOME 
STUDY. Announcing new home study 
course in Interior Decoration. For 
professional or personal use. Fine 
field for men and women. Practical 
basic training. Approved supervised 
method. Low tuition. Easy payments. 
Free booklet. ADDRESS: Chicago 
School of Interior Decoration, 835 
Diversey Parkway, Dept. 5515, Chi- 
cago 14, Illinois. 


FOR SALE 

BUILDING MATERIALS — HARD- 
WARE — PAINT in ALASKA. Gross 
$90,000 to $100,000 annual—can be in- 
creased. No competition in building 
materials. Two large buildings with 
two large apartments. Down payment 
inventory at landed cost plus equip- 
ment, about $25,000. Excellent for 
man and wife. BANTA & SON, Cor- 
dova, Alaska. 


HARDWARE CATALOGS 
Compiled— Prepared— Produced Spe- 
cialists in Hardware cataloging. 
Write, phone or wire for information 
CATALOG GROUP, 420 Market 
Street—San Francisco, Calif. 








Porter-Cable Makes Changes 


R. H. Schellschmidt, general man- 
ager of Porter-Cable Machine Com- 
pany has been advanced to the newly 
created post of assistant to the vice 
president-marketing. 

At the same time it was an- 
nounced that John I. Dean has been 
appointed Western general sales man- 
ager. Manuel V. Nodar, formerly ad- 
vertising manager, moves into the 
new post of manager of sales devel- 
opment. 


IN MEMORIAM 





LOTT L. EWING 


SALT LAKE CITY, Utah—Lott 
Lincoln Ewing, 59, purchasing man- 
ager for Strevell-Patterson Hardware 
Co., Salt Lake City, died Feb. 20 in 
a Salt Lake City hospital after an 
extended illness. He was _ widely 
known in hardware circles in the In- 
termountain area. 

Ewing was born in Atchison 
County, Missouri, a son of A. L. and 
Ina Kimberling Ewing. In 1910 he 
moved with his parents to Ogden, and 
seven years later to Salt Lake City 
where he had lived since. 


ROBERT G. PATTERSON 


POMPANO BEACH, Fla.—Robert 
G. Patterson, 67, assistant to the 
president of the Lamson & Sessions 
Company, Cleveland, O., died at his 
winter home here Feb. 6. 

Patterson joined Lamson & Ses- 
sions as merchandising director in 
1935 and rose through the executive 
ranks to become general sales man- 
ager in 1943 and director in 1945. 
In 1948 he was elected a vice presi- 
dent and in 1956 became assistant to 
the president. 


ARTHUR H. BJORKLUND 


MOSCOW, Ida.—Arthur Henry 
Bjorklund, 67, pioneer Idaho hard- 
ware dealer, died at his home here 
Feb. 15 of a heart attack. His first 
hardware store was founded at Win- 
chester in 1913 which he operated 
until 1935. That year he and a 
brother sold the store and opened 
Bjorklund’s Hardware Store in Mos- 
cow. His brother, Alfred Hilding 
Bjorklund, died four years ago. 





Furniture Rest — Pintle Type 


i 


Adjustable Rubber 
Cushion Glide 


he 


Monopoint Glide 





Bakelite Furniture Rest 











Bakelite Caster Cup 





64 


RUBBER CUSHION GLIDES i 
Wonderful for all wood Vm 
metal furniture. om 


PROMPT SHIPMENT 


Ask your jobber, if he is not suppiled, write 


ROBERT E. MILLER & CO., INC., 


35 Pearl St.. New York 4, N. Y. 


For Details Circle 43 on INQUIRY CARD 





Rubber txpander 
Tubular Glide 
Upholstery Nail 








Rubber Adjustable Tubular 


Thumb Tack Crutch Tip Spring Type 
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MIRRO-MATIC MIRRO-MATIC 


Pressure Pans Electric Fry Pan 
11” square, 2%" deep. 
Retail Complete with Cover, Heat 


394M—4-qt. $14.95 Control, Cord, recipe book, 


32AM—2-at. $12.95 | rm Retail, $19.95 | 
396M—6-qt. $19.95 Pan and Cover only, with- 
398M—8-qt. $24.95 out Heat Control and Cord. 
416M—16-qt. $29.95 272M—Retail, $14.45 





a 


Chrome Chrome 
MIRRO-MATIC MIRRO-MATIC 
Electric Percolator Electric Percolator 


“~ 


132M—9-cup 112M—8-cup ‘\ 


Retail, $17.95 Retail, $17.95 S 4 


MIRRO-MATIC 


Polished Polished 
Aluminum Aluminum 
MIRRO-MATIC MIRRO-MATIC 
‘ Electric Percolator Electric Percolator 
peor, 152M—9-cup 101M—4-cup - 
Retail, $12.95 Retail, $10.95 102M—8-cup 
Retail, $12.95 


Polished 
Chrome Aluminum 
MIRRO-MATIC MIRRO-MATIC 4 
‘Personal Preference” ~ Electric Percolator 
Electric Percolator, by 
with Flavor Control c 128M—50-cup 
and Signal Light Retail, $39.95 


109M—9-cup ’ 126M—35-cup 
Retail, $18.95 ws eS Retai!, $24.95 


= 
— 


Buy 
from your 


MIRRO-MATIC For TOP MIRRO 
Electric Dutch Oven VALUES 
d French Fryer _ Jobber! 
, ane Frenen Fry in Snow Shovels 
at. capacity, with Cover, Heat | and Snow Pushers, 
, Fren ¢ Basket, 

recipe book, 2nd Fed. Tax. a MIRRO 

275M—Retail, $19.95 , 

Dutch Oven, French Fryer Basket, 


and Cover, without Heat Control 
and Cord. 


274M—Retail, $14.45 
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185 years of experience guarantees 
AMES is the world’s best shovel. 
1- Shock band Check the features of an AMES 


2 - One rivet 3” down STEEL LITE 


socket 


5 =- Perfect down 
center balance 


ow 


: 6 - Light weight 
ik /_ 


3 - Forward step sd <— 
=e» 4 = Full length handle 


7 = Double taper 
ee forged blade 


Retail about $5.00 


It costs only pennies more than ordinary shovels..... 
yet offers your customers all these advantages..... 


SHOCK BAND — takes the 3, FORWARD TURN STEP — for PERFECT DOWN CENTER 
shock of heavy work, reducing shoe protection, reducing foot BALANCE — for ease of 
handle breakage. fatigue. handling. 


2 ONE HORIZONTAL RIVET | FULL LENGTH (ONE PIECE) LIGHT WEIGHT — average 
THREE INCHES DOWN HANDLE — capped at the end under 4 pounds in (L.H.R.P.) 
SOCKET — no breakage of impor- for protection. 

tant wood fibers caused by vertical 7 DOUBLE TAPER FORGED — 
rivets. Blade unconditionally guar- 


anteed. REMEMBER—there are two 


re | BPRAES co ways to taper a shovel. 
2 * 


PARKERSBURG, WEST VIRGINIA 


FINER PRODUCTS THRU HIGHER STANDARDS 


Ames also manufactures the famous lines of Ames Aire Casual Furniture and Ames Maid Metal Household Furniture 
For Details Circle 45 on INQUIRY CARD 





